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Abstract 
 
Online communication has become one of the most popular forms for consumers to interact 
with each other. Seven years ago social media was in its infancy and marketers were yet to 
identify the opportunities it would bring. Today over one billion people are connected to 
Facebook, the most popular social media platform, and this brings opportunities to the 
business and marketing environment (Facebook.com). The growth of social media in the past 
few years has seen the uptake of user’s demographic change, as it has moved from first 
generation users, 18-25 year old college students, to the over-25s adopting this form of 
communication. Today’s users of social media range in age from 13 years old to over 60 
years old. With the adoption of users of different ages signing up to Facebook, there is a 
general absence of empirical knowledge about the benefits sought by different age groups. 
This research draws on upon Uses and Gratification Theory (Hou, 2011) and Erikson’s life 
stages of personal identity and intimacy (Rosental et al, 1981) to determine if life stage 
features impact the uses and gratifications consumers seek on the Facebook social media 
platform.  
The literature review reveals that it is timely to investigate life stage features of consumers 
and the impact that a person’s life stage has on the uses and gratifications that consumer seek 
on Facebook. Uses and Gratifications Theory has been used to establish what uses and needs 
consumer seek from social media to gratify them. Erikson’s theory of life stage, personal 
identity and intimacy are used to identity if these stages of a consumer’s life stage impact on 
the types of social media. The following gap in the literature has been identified as feasible 
for the scope of this study: 
1. There is little research on the impact of life stage features of personal identity and 
intimacy levels on uses and gratifications in social media. 
The research questions proposed to address the identified gap are “What is the relationship 
between uses and gratifications of social media and personal identity?” and “What is the 
relationship between uses and gratifications of social media and intimacy levels?”. 
This research adopts a quantitative approach using an online survey. The survey employs 
previously tested items that have been adapted from social gratification of Hou (2011), Uses 
and Gratification theory, and Personal Identity and Intimacy of Erikson Psychosocial Stage 
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Inventory (PSI) to measure the constructs identified in the proposed model. ANOVA was 
used to examine the relationship between the variable under investigation. Both personal 
identity and intimacy levles were found to have significant relationship with uses and 
gratifications dimension of social investigation, social connection, shared identity, popularity 
and self expression. The findings of the research demonstrate that people with weak levels of 
personal identity use social media to increase their identity and popularity while people with 
strong levels of personal identity use social media for personal identity and self expression.  
Finally users with strong levels of intimacy use social media for social connection and social 
connection.  
This research contributes to current academic literature by providing additional insights into 
the understanding how the use of social media varies according to two key lifestage concepts. 
This shows that people move through their life stages as consumers their requirements for 
media such as facebook changes.  The research contributes to the body of knowledge about 
consumer behaviour on social media sites. The research also provides opportunities for future 
endeavours in this rapidly growing and emerging area of marketing.  
Key words: Personal Identity, Intimacy, Uses and Gratifications, Social Media, Facebook 
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Chapter 1:  Introduction 
1.1 Introduction 
With the innovations in technology of the past few years a number of applications have 
provided users with different ways to communicate online through the internet. One 
application that has had explosive growth is Social Media. Defined as the collection of online 
applications built on web 2.0 technologies, and enabling the creation of users-generated 
content (Kaplan & Haenlein, 2010), social media has experience rapid growth in recent years 
(Sheldon, 2009). Social media is an online communication tool that allows users to 
communicate with each other over the internet. The popularity of social media in Australia is 
evident with over 55.1% of the population having accounts with Facebook and the average 
user spend between 8-27 minutes per visit (Marketing Mag, 2012). The top five social media 
sites in Australia are Facebook, YouTube, Blogspot, LinkedIn, and Twitter (Marketing Mag, 
2012).  
Social media and online social networks are no longer in their infancy, they are now a truly 
global phenomenon that provide users with meaningful ways to engage with people, events 
and brands that matter to them (The Nielsen Company, 2012). Furthermore social media 
provides an important opportunity for marketers, as 86% of Australian Internet users seek 
information about products, services, and brands from other users online (The Nielsen 
Company, 2012). Social media has also emerged as an important channel for customer 
service, with nearly half of all US Consumers reaching out directly to brands and service 
providers to voice their satisfaction complaints, or to ask questions. In fact, one in three social 
media users say they prefer to use social media rather than the phone for customer service 
issues (The Nielsen Company, 2012).  
One of the most popular social media sites is Facebook. Mark Zuckerberg created Facebook 
in 2004 for Harvard students to replace paper face books that helped students identify 
students in other houses, college course classmates, and to make new social connections.  The 
popularity of Facebook became immediately apparent with over 650 Harvard students 
registering (Tabak, 2004). Facebook provides users the ability to communicate with each 
other online, sharing photos, photo albums, and in creating and maintaining profile/s. Here 
they can list their favourite items such as books and movies, share contact information, 
update their relationship status, and join groups. Facebook friendships are mutually approved 
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connections between two users and are important part of their Facebook profile. Facebook’s 
generic settings provide users with a full view of other user’s profiles, however users can 
selectively restrict the viewing of their profile by other account holders through the 
adjustment of privacy settings. Users can also control the nature of their friendships by 
restricting access to certain people allowing them to represent real-life acquaintances and 
friendships (Boyd, 2007). The nature of this medium is to encourage users to join the 
networks that reflect your real-life communities (Facebook.com). The growth of Facebook 
today has reached over one billion users (Facebook, 2012) with Australian Facebook users 
accounting for 54.7% of the population at over 11,786,400 (Social Bakers, 2012).  Facebook 
is now one of the top five social networking sites in the world (Social Bakers, 2012). 
The age demographic of Facebook users at inception was college students between 17 and 24 
years of age. Facebook was widely adopted by college students who connected with other 
class mates and schools in the first few years of adoption and due to the uptake of users 
adopting this form of social media, Facebook was opened to everyone in 2006 
(Facebook.com). The age group of 17- 24 years old are viewed as first generation users but 
with the growth of Facebook over the past seven years, these initial users are now aging and 
other age groups have adopted this social network forum. The average age of Facebook users 
is now 38 years old (O’Neill, 2010) and members of other generations are populating the 
ranks of users, joiners, spectators, and critics (Kaplan & Haenlein, 2010). This shift in social 
media usage includes 35- 54 year olds who account for 28.2% which includes the fastest 
growing segment on Facebook of the 45-54 year olds who now account for 13% 
(Mashable.com). On a global basis, Australians are the highest users of Facebook with an 
average person spending 14 minutes per hour on social networking sites (Marketing Mag, 
2013).  
With initial users aging and other age segments adopting Facebook there exists an 
opportunity for both researchers and marketers to seek to understand whether the way 
consumers use social media vary based on life stage.  Life stages examine the developmental 
changes adults experience as they proceed through their lifespan (Lepisto, 1985). Theories 
developed by Erikson (1963) and Freud (1957) examined the psychoanalytic perspective: that 
is people move through a series of stages in which they confront conflicts between biological 
drives and social expectations (Berk, 2010).  How these conflicts are resolved determines the 
person’s ability to earn, to get along with others, and to cope with anxiety (Berk, 2010). 
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Differences in development strengths between older and younger adults may therefore not 
only be a consequence of maturation, but may also stem from a change in the social and 
historical context (e.g. societal expectations, education, work life, and shift of attitudes) 
(Leidy & Darling-Fisher, 1995). Two key concepts of life stage theory are relevant to 
understanding the use of social media; personal identity and intimacy.  
With the changes in consumers using social media, a relevant theory to understand social 
media is Uses and Gratification theory. Introduced to academia in 1974 by Katz, Blumler, 
and Gurevitch, it is as a psychological communication perspective which focuses on how 
individuals use mass media and other forms of communication, such as interpersonal 
communication, to fulfil their needs and wants (Rubin, 2002). Uses and Gratifications theory 
has been applied to understand the uses of the internet and offers insight into the use of an 
internet based application such as social media (Stafford & Stafford, 2004).  
Life stages (Erikson, 1963) and Uses and Gratification (Hou, 2011) is thus a relevant and 
useful approach for addressing the problem of how life stage features may impacts upon the 
uses of social media. With the changing demographics across users of social media Facebook 
it therefore provides researchers and marketers a gap in the literature, to investigate the 
question, do life stage features impact what users seek from social media? 
Having established this context of this research, Chapter One continues with an overview of 
the literature before identifying the research gaps and questions that guide the study. The 
research methodology is then outlined as well as the contribution of the study and the thesis 
structure.  
1.2 Background to the research 
Social media has become a large part of consumers lives with over 1 billion users on 
Facebook (Facebook.com) and other social media sites such as Twitter and Instagram. This 
provides an opportunity for marketers to gain an understanding of consumers and what they 
seek from social media.  
1.2.1 Social Networking Sites 
Over the past decade communication using the internet has become an integral part of our 
lives and in the past five years social networking sites have gained significant importance as a 
channel for this connection (Subrahmayam. Reich, Waechter, & Espinoza, 2008). The way 
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we communicate with each other has progressed from face-to-face, in writing, over the 
telephone, and now to online communication, such as the Internet, email, and social media. 
The introduction of the Internet in the past ten years has provided users and marketers 
creative and innovative ways to utilise this form of communication, one such innovation 
being social media. Social media is defined as the collection of online applications built on 
web 2.0 technologies, enabling the creation of user-generated content (Kaplan & Haenlein, 
2010). Social networking sites (SNSs) are the latest online communication tools that allows 
users to create a public or semi-public profile and allow other online users to view their social 
profile (Boyd & Ellison, 2007). Since their introduction, social networking sites such as 
Myspace, Linkedin, Youtube, Facebook, Cyworld, and Bebo have attracted hundreds of 
millions of users, many of whom have integrated these sites into their daily practices (Boyd 
& Ellison, 2008).  
Social networking sites are driven by their members and users. SNSs are unique in that they 
not only allow individuals to meet strangers but also enable users to articulate and make 
visible their social networks (Boyd & Ellison, 2008). Many of these online networks are an 
extension of offline connections (Boyd & Ellison, 2008). Social networking sites are often 
designed to be widely accessible, however many attract homogeneous populations initially, 
so it not uncommon to find groups using sites to segregate themselves by nationality, age, 
educational level, or other factors that typically segment society (Boyd & Ellison, 2008). 
Today marketers are faced with increasing challenges to reach their intended audience. With 
so many different forms of media outlets in place, consumers now have a myriad of choice to 
communicate and refer to. The immense growth in popularity of social media in recent years 
has provided researchers with new avenues for gaining a greater understanding of why 
consumers use and seek this method of communication. Social media has fast become one of 
the most popular methods for consumers to communicate with each other, the most popular 
of which being Facebook (Subrahmayam et al., 2008).  
Facebook is a social networking site that allows people to connect and communicate with 
each other and is open to all individuals aged thirteen and over. Facebook has positioned 
itself as a social utility, a way of communicating more effectively with friends, family, and 
co-workers (Zuckerberg, 2010). Facebook was created in 2004 by Mark Zuckerberg, a 
student at Harvard University, who provided an avenue for college students to connect with 
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those in other student houses and course classmates using online technology instead of a 
paper face book (Facebook.com). 
In 2004 Facebook was opened to everyone and the popularity started to rise, within four days 
650 Harvard undergraduate had registered (Tabak, 2004). With over one billion registered 
users aged 13 to 70+ Facebook access has moved from a desktop computer to include a 
mobile interface with over 250 million active users accessing Facebook thru mobile devices 
(Facebook, 2012). Just a few years ago, the word Facebook was not a part of our vocabulary 
but today Facebook is not only an integral part of our personal lives but also in business.  
Facebook was originally designed for college students of 18-25 years of age. Over the past 
seven years Facebook’s average age of users is now 38 years old (O’Neill, 2010) with the 
majority of users aged 35-44 years old  (Social Baker, 2012). These members of Generation 
X, increasingly populate the ranks of joiners, spectators, and critics (Kaplan & Haenlein, 
2009). There has also been a shift in social media usage with increases in older users 
adopting this form of communication with the fastest growing segment aged 45-54 (13%). 
The 18-24 year old demographic forms 20% of Facebook users (SocialBaker, 2013). 
Statistics have shown that Australia is the highest global user of Facebook with each person 
spending an average 14 minutes per hour engaged with the social network (Marketing Mag, 
2013).  
Currently global social media usage is 12.1% (Socialbakers.com) and this provides both 
researchers and marketers with an opportunity to gain a greater understanding of the uses and 
gratifications of users.  Previous authors have examined first generation users of social 
media, Facebook (Hou, 2011; Joinson, 2008; Urista et al., 2008; & Song et al, 2004) and 
found users seek such uses and gratifications as: social connection, popularity, self 
expression, shared identity, and social investigation. With the change in demographic of 
Facebook users life stage features has not been empirically explored. This presents a 
significant gap in the literature, does life stage features impact the uses and gratifications on 
social media.  By understanding whether life stage features impact the uses and gratifications 
of social media, it can provide managers with more effective ways to target their consumers 
and adapt their marketing strategies to utilise social media more effectively. This will create 
opportunities where both the consumer and business can communicate. 
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1.2.2 Theoretical Frameworks 
To address the research problem of does lifestages impacts the use of social media two 
theoretical frameworks will be used: Uses and Gratifications Theory (Hou, 2011, and 
Lifespan Theory (Erikson, 1963). 
1.2.3 Uses and Gratification 
Uses and Gratification Theory was developed to understand mass communication (Katz, 
1969).  Uses and Gratification Theory is the study of the gratifications or benefits that attract 
and hold audiences to various types of media and types of content to satisfy their social and 
psychological needs (O’Donohoe, 1994). This theory provides researchers an understanding 
of what needs users seek from the different forms of mass communication. Users employ 
mass communication for a number of reasons ranging from learning, habit, arousal, 
entertainment, and communication. Uses and Gratification theory has been applied to a 
variety of mass media and media content, with the selection of media type evolving to match 
the dominant or emerging media. These mass communications range from television 
(Greenberg, 1974; MC Leod & Becker, 1974; Rubin & Rubin 1982), computer games 
(Sherry et al., 2006), telephone (Dimmick et al., 1994; Leung & Wei, 2000) video player 
recordings (Rubin & Bantz, 1987), and now social media (Song et al., 2004; Urista et al., 
2008; Joinson, 2008; Dunne et al., 2010 & Hou, 2011). Uses and Gratification theory 
proposes that individuals use media to fulfil their various needs (Blumler and Katz, 1974). 
The underlying proposition is that people will choose media according to their expectations 
and their drive to attain a gratifying experience.  
With changes in technology, especially the Internet, Uses and Gratification Theory has re-
emerged as a research tool. The Internet is a form of mass communication that people use to 
satisfy their social and psychological needs. This theory has been regarded as better suited for 
the study of internet use due to its interactive nature (Ruggerio, 2000; Parker & Plank, 2000), 
since users are more actively engaged than in other traditional media (Ruggerio, 2000). With 
the extension of Uses and Gratification Theory from television to the Internet, and more 
recently social media it provides a framework for researchers (Hou, 2011; Joinson, 2008; 
Urista et al., 2008 & Song et al, 2004). 
There have been a small number of studies that have investigated the uses and gratifications 
of social media. Dunne, Lawlor and Rowley (2010) looked at young people’s use of online 
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social networking sites and focus on gratification. Young people sought gratification such as 
communication, friending, entertainment, information search, and interacting with boys.  The 
study found that the gratification they obtained were: portraying one’s ideal image, peer 
acceptance, relationship maintenance, safety from embarrassment and rejection, and finally 
engaging in the playground politics. Others studies, Foregger (2008) & Raache & Bonds-
Raache (2008), tend to focus on college students with regards to uses and gratification of 
Facebook. These studies were solely descriptive in nature in that they described the 
gratifications of users of Facebook and what they sought from social media.  
In past research, Uses and Gratification Theory examined differences in age groups in terms 
of gratification seeking behaviour from the different types of media use (TV; Blumler 1985; 
Katz et al., 1974; Mundorf & Brownell, 1990). Prior research has also examined the life 
circumstances that may drive use of the media at particular stages of the lifespan (Bleise 
1986; Rosengren & Windal, 1989). Presently a gap exists in the application of Uses and 
Gratification Theory in social media in examining the impact of life stage features. As such, 
the Internet and, more specifically, social networking sites constitute a new media format, 
with their own defining characteristics, which are ripe for examination under the Uses and 
Gratification Theory.  
1.2.4 Life stage and Product Use 
Researchers have considered age-related differences in product, advertising, and decision 
making (Law et al., 1998; Skurnik et al., 2005). Recent research has revealed that aside from 
age-related cognitive differences there are also age-related motivational differences between 
elderly and young-adult consumers that influence information processing and, in turn, 
decision outcomes (Rowe & Kahn, 2007). Studies have shown that compared to young 
adults, the elderly place more emphasis on personal values and experiences (La Baouvie-Vief 
& Blanchard-Fields, 1982). As people age they develop a more complex understanding of 
their emotions and cognition. They place an emphasis on paying closer attention to the 
emotional aspects of the environment and managing their emotions in a wide variety of 
situations.  
Ongoing cognitive changes/stages develop with people as they age. However people 
consciously emulate their consumption-related attitudes and actions based on important social 
agents such as peer, family members, or media content (de Gregorio & Sung, 2010). The 
norms involvement in consumers’ typical interactions reinforce and shape consumer-related 
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behaviours and orientations. Consumer consumption habits are changing, and understanding 
emotional responses can help gain information on the gratification adults seek with social 
media.  These keys points are part of lifespan development. Lifespan development is an 
assumption that development is lifelong, multidimensional and multidirectional, highly 
lateralised (highly plastic), and affected by multiple interacting forces (Berk, 2010). As we 
move throughout our life span, our use of products changes. For example as a 25-30 year old 
we source products such as entertainment, eating out, and products for setting up the home; 
as we move through our life span to the next stage of getting married and having children the 
types of product change to suit the requirements of our evolving needs, such as education and 
toys. The life span stage influences the types of products that consumers consume.  
1.2.5 Life stage and internet use 
Life stage, or household life cycle, is used in consumer behaviour literature to understand 
how consumers at different stages of their life cycle differentially make purchase decisions 
that reflect the needs related to their circumstances, or stage of life. There are eleven distinct 
stages of the household life cycle and these stages differ along three key characteristics: 
marital status, age, and children (Brown & Venkatesh (2005). As consumers move through 
their life cycle, spending and consumption habits change. McLeod and Eillis (1981) found 
that housing consumption decisions vary across the household life cycle for two stages: 
formation of families through marriage, and entry of children into school. For example, Wells 
and Gubar (1966) report that the buying patterns for families in the full nest I category (aged 
under 35 with child/children under six) is especially likely to include washers and dryers. 
Table 1.1 shows the life cycle stages by Murphy and Staples (1979), and represents each 
stage that consumers move through during their lives. Murphy and Staples’ life cycle stage 
incorporated the idea of progression throughout a traditional life cycle path.  
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Figure 1.1 Life cycle stages 
 
 
 
 
 
 
Changes in life stages are used by a number of researchers (Baltes, 1987; Elder, 1975). 
Researchers found that personal computer use in adults increases with children, as parents 
help them to use a personal computer and, or they find interesting things for their children 
(Brown & Venkatesh, 2006). With using the internet the focus was on applications being fun 
was more important for bachelors and newlyweds, single parents, childless couples, and older 
couples as these individuals were more likely to use the personal computers for entertainment 
purposes such as listening to music, online games, and watching movies (Brown & 
Venkatesh, 2006). 
There is a wide range of ages engaged in browsing and purchasing activities on the Internet 
(Teo, 2001). Younger users are more likely to engage in messaging and downloading 
activities compared to older adults and as such they are also more proficient in carrying out 
messaging and downloading than older users. Older generation use the Internet less for 
socialising and entertainment but more as a tool for information searches, emailing, and 
buying products (Pew Internet, 2009). Younger users, aged 16-24, use websites for social 
bonding to stay in touch with friends and seeing what others are up too (Baam, 2011). Young 
people find internet use and online communities a natural and easy form of communication 
(Turow & Kavanaugh, 2003). Research has found that internet usage differs throughout 
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consumers’ life stages. This suggests that users of social media are likely to differ throughout 
their lifespan. 
1.2.6 Lifespan Theory 
Lifespan development deals with the study of individual development from conception to old 
age (Baltes, 1997). Research into the areas of lifespan extends across the entire course of a 
persons’ life. A core assumption of lifespan psychology is that development is not complete 
at adulthood (maturity), rather development extends across the entire life course and lifelong 
adaptive processes are involved (Baltes, 1997).  
Two approaches to lifespan theory are that of David Levinson (1996) and Eric Erikson 
(1963). Both of these researchers are well documented in lifespan theory in psychology 
determining age as the reason for change. Levinson (1996) developed a set of life stages he 
labelled as seasons of life to reflect the family and work structures. The underlying concept is 
based on a person’s life, consisting of relationships with significant others – individual, 
groups, and institutional (Levinson, 1996). The theory focuses on the life cycle as eras and 
each era has its own biopsychosocial character that makes its distinctive contribution to a 
whole (Levinson, 1996). Erikson’s (1963) lifespan development consists of eight distinct 
stages. Based on personality and the development of ego identity, these eight stages 
commence in infancy and continue across the entire lifespan (Feldman, 2011). These eight 
stages occur in a specific order with none of the stages being skipped. Erikson’s 
psychological development encompasses change in our interaction with, and understandings 
of one another as well as in our knowledge and understanding of us as members of society 
(Erikson, 1963). Lifespan theory consists of eight stages that emerge in a fixed pattern and 
are similar for all individuals. This theory considers how individuals come to understand 
themselves, the meanings of others, and their own behaviour (Erikson, 1963). The two stages 
of development found to have the most significant impact on an individual’s development are 
adolescence and young adulthood. These two stages are based on a person’s identity and 
intimacy. Erikson (1968) regards adolescence as central to his theory because when the 
individual reaches this stage, the usefulness of identification as a mode of adjustment ends, 
and identity formation proper begins (Rosenthal et al., 1981). If an adolescent does not 
succeed in forming a strong identity rooted in either family, race, or ideology, adulthood 
becomes very difficult, with genuine intimacy being almost impossible and stable long-term 
relationships unlikely.  
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Erikson’s theory of lifespan development has been selected as the framework for this thesis 
due to the fixed, clear, and consistent stages that consumers progress through. Two of the five 
stages have been selected, personal identity and intimacy, as these have been observed in 
prior research to have potential impact upon the use of social media. These stages are well 
documented in research and have been consistently used by researchers and marketers 
(Rosenthal et al., 1981; Mazalin & Moore, 2004; Schwartz et al., 2010). Whilst Levinson’s 
framework is recognised there exists an inconsistency within the stages of change in that they 
overlap.  The framework of eras cross into each other and therefore do not provide a clear and 
consistent age categorisation during the lifespan in order to be able to effectively measure the 
distinct categories of age.  This is overcome by the application of Erikson’s theory on 
lifespan which can be applied to effectively research the distinct eras of age (Erikson, 1963).  
1.3 Research Gap and Question 
As a result of the examination of the research problem and a review of the literature, two 
groups have been identified. These two groups are young adulthood, 18-34 years of age, and 
middle adulthood, 35-55 years of age. The literature has demonstrated that there is a lack of 
understanding about how a consumer’s life stage of personal identity and intimacy influences 
their desired needs for social media.  
Based on this gap, the following research question was developed to guide this research.  
RQ1. What is the relationship between uses and gratifications of social media and an 
individual’s personal identity? 
RQ2. What is the relationship between uses and gratifications of social media and an 
individual’s intimacy level? 
 
1.4 Research Methodology 
A quantitative approach was taken to explore the research question, using an online survey 
instrument. As this study targeted social media users an online survey instrument was deemed 
the most appropriate method for data collection. A quota sampling strategy was implemented 
to distribute the survey through the social networking site, Facebook. The data was collected 
by using a panel list supplied by myopionions.com, with a sampling criteria of 18-55 year 
olds who have a Facebook account and have used it in the past six months.  
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Survey measures were derived from existing literature with the independent variables 
measured through the application of Erikson’s Psycholosocial Stage Inventory (EPSI) 
(Rosenthal et al, 1981), and the dependant variable measured using Hou’s (2011) Uses and 
Gratification (Social Gratification). A confirmatory factor analysis (CFA) was used to test the 
adequacy of measures and verify the discriminate validity of the constructs in the model and 
reliability tests were performed. Analysis of Variance (ANOVA) was used to test the 
hypothesis and determine differences between users. 
Table 1.2 Summary of hypothesis 
 Hypothesis Summary 
 
RQ1 What is the relationship 
between uses and gratifications of 
social media and an individual’s 
personal identity? 
 
 
H1 
A person with weak personal identity will be more 
likely to seek shared identity on social media than a 
person with strong personal identity. 
 
H2 
A person with weak personal identity will be more 
likely to seek popularity on social media than a 
person with strong personal identity. 
 
H3 
A person with strong personal identity will be more 
likely to seek self expression on social media than a 
person with weak personal identity. 
 
 
RQ2 What is the relationship 
between uses and gratifications of 
social media and an individual’s 
intimacy level? 
 
 
H4 
A person with strong intimacy levels will be more 
likely to seek social connection on social media than 
a person with weak intimacy levels. 
 
H5 
A person with strong intimacy levels will be more 
likely to seek social investigation on social media 
than a person with weak intimacy levels. 
 
1.5 Thesis Outline 
This thesis contains five chapters which follows the process of exploring the research 
question. This chapter has introduced the research background, key theoretical concepts, 
research question, methodology, and key findings providing an overview of the entire study. 
Chapter Two takes a more detailed view of the literature underpinning the research, 
highlighting current gaps, and developing hypotheses to aid analysis. The Third Chapter 
outlines and justifies the methods used to conduct the research, including comments on the 
selected research paradigm. Chapter Four details the results found using the selected research 
method, recording the outcomes of reliability and validity, hypothesis testing, and other post-
hoc tests. The final chapter analyses these findings in light of the research context, outlining 
clear contributions of this research to both academic and practical fields, as well as future 
research areas.  
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1.6 Scope and Limitation 
To ensure a clear and definitive contribution, the scope of the research has been refined in 
certain areas. The research was limited to Australian users of Facebook aged 18-55. While 
this limits generalisability to some degree, it allows for a more in depth analysis, resulting in 
more specific and detailed outcomes. 
1.7 Contribution 
This thesis has provided a number of theoretical and practical contributions to marketing. 
Firstly this thesis has demonstrated that Erikson’s life stages of intimacy and personal 
identity are a predictor of the uses and gratifications consumers seek on social media. 
Secondly, this thesis has provided empirical evidence that strengthens the argument of 
leading scholars that uses and gratifications are important to consumers who use social 
media. Thirdly, the practical contribution to businesses that use social media as a marketing 
tool is that a person’s level identity and intimacy has a relationship to the uses and 
gratification they seek. Marketers can therefore tailor their communications to consumers 
more effectively by understanding their personal identity and intimacy to create beneficial 
relationships. 
1.8 Summary 
This chapter has outlined the research area and question to be explored in this thesis and its 
importance for both the literature and its practical applications. As a growing area in 
marketing literature, this research will provide greater insight into online consumer behaviour 
as consumers move through their life stages as well as deriving practical outcomes for 
practitioner use. The next chapter covers in detail the theoretical underpinning of the 
research, clearly illustrating absences in current literature, and developing hypotheses to 
guide research. 
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Chapter 2 Literature Review 
2.1 Introduction 
In this thesis, lifespan theory and Uses and Gratification theory are the core concepts for the 
literature review. The purpose of this review is to explain the concept of lifespan theory and 
how it influences uses and gratification when applied to social media (Facebook).  Firstly, the 
review examines Uses and Gratification theory and its evolution since the introduction of 
social media. Secondly, it reviews Levison and Erikson’s lifespan theory. Finally, it presents 
and justifies the hypothesised relationships of this thesis.  
2.2 Uses and Gratification theory 
Uses and Gratification theory was first developed in 1973 by Katz, Blumler and Gurevitch. 
This perspective focuses on the social and psychological origins of needs, which generate 
users’ expectations of mass media or other sources. These in turn lead to different patterns of 
media exposure that result in need gratification and other consequences (Katz et al., 1973). 
The central notion of Uses and Gratification theory is that mass communication is used by 
individuals to connect (or sometimes disconnect) themselves – via instrumental, affective or 
integrative relations – with different kinds of others (family, friends, nations, etc.). As a form 
of mass communication the Internet, and more specifically social media has attracted the 
interest for the investigation and application of Uses and Gratifications into this context.  
The Uses and Gratification theory proposes that individuals use media to fulfil a variety of 
needs, for example, escapism, entertainment, relaxation, and learning (Blumler & Katz, 
1974). The assertion is that people will chose media according to their expectations and their 
drive to attain gratifying experiences. Media use is determined by a group of key elements 
that includes people’s needs and motivation to communicate, their psychological and social 
environment, the functional alternatives to media use, communication behaviour, and the 
consequences of their chosen behaviour (Rubin, 1994). 
2.2.1 Historical development of Uses and Gratification theory 
Uses and Gratification theory was developed, the first application in media of the theory was 
to understand why children watched television (Greenberg, 1974). Greenberg found that the 
factors influencing children’s motivation to watch television were learning, passing time, out 
of habit, for companionship, escapism or as a tool to forget, for arousal, and relaxation.  Over 
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the years research has progressed into understanding the gratifications and motivations of a 
number of media types that we currently use including the Internet and social media (Table 
2.1) 
Table 2.1 Historical development of Uses and Gratifications 
Year Author Media Type Terminology Age Sample 
1974 Greenberg TV (British 
children) 
Gratifications Grades 3-6 approximately 
8 years to 11 years old 
1974 Mc Leod & Becker TV (Votes) Gratifications 18 years and older people 
who voted 
1982 Rubin & Rubin TV (older 
persons) 
Motivation  
1987 Rubin & Perse TV – New Motives  
1982 Bantz TV Factor College Students 
1986 Perse TV 
programs 
Motives College Students 
1987 Rubin & Bantz,  VCR Motives and 
Uses and 
Gratifications 
 
2006 Sherry, Lucas, Greenberg, 
Lachlan 
Video 
Games 
Dimensions Young children and 
undergraduate students 
1994 Dimmick, Sikand& Patterson Telephone Gratifications 18 years and older 
2000 Leung & Wei Cell Phone Gratifications 18 years and older 
2001 Charney &Greenberg Internet Gratifications 18 years an older 
2004 Song et Al Social 
networking 
Gratifications College students 
2008 Urista et al et al Social 
networking 
Gratification Undergraduate students 
young adults 
2008 Joinson  Social 
networking 
Motives Full time students majority 
with sample 15-66  
2011 Hou Social 
networking/ 
Gaming 
Uses and 
Gratification 
20-37 mean age 25.65 
 
The application of the Uses and Gratification theory seemingly fell by the wayside until early 
in the last decade, when as a result of advances in telecommunications and technology, it was 
revisited by communication scholars interested in the uses of new media (Ruggerio, 2000). 
Since 2001, the application of uses and gratification has been used to understand  new and 
popular technology such as video games (Sherry, et al., 2006), cell phones (Leung & Wei, 
2000), the Internet (Charney & Greenberg, 2001; Stafford & Stafford, 2004), and now social 
media (Song et al, 2004; Urista et al., 2008; Joinson, 2008; Hou, 2011). The motivations for 
the use of popular technology and social media have been identified as social interaction, 
learning, challenge, excitement, pastimes, reinforcement, communication, arousal, habit, 
social connection, fantasy, self-expression, and shared identity.  
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The definition and approach for Uses and Gratification theory remained consistent between 
1974 and 2001. Since 2001 the approach has focussed on the introduction of the Internet and 
social networking sites. These changes in technology have also affected consumers’ use and 
gratification within the defined broader areas of dimensions in uses and gratifications. These 
broader areas of dimensions are represented by Charney & Greenberg (2001) and Urista et 
al., (2008) and examine the incentive motives behind them at a customer level (Parker & 
Plank, 2000).  These incentive motives are sensory and or novel, sensory and or pleasing, 
social, status, monetary, activity based, and self-reflective. 
2.2.3 Dimensions of Uses and Gratification 
Over the decades, the dimension of uses and gratifications has evolved with the changes in 
mass communication. These dimensions of uses and gratifications are embedded in literature 
from media research of radio program gratifications in the early 1940s until recently with the 
advent of social media (Katz & Foulkes, 1962; Katz, Blumler & Gurevitch, 1974; Rubin, 
1994; Ruggerio, 2000; Stafford & Stafford, 2004). Early studies concentrated on describing 
audience motives for media use with a focus on media effects from the sender. These 
dimensions, such as learning, communication, escapism, and entertaining information, have 
remained consistent over time.   
Katz et al., (1974) stated that the five elements in a Uses and Gratification model were a) an 
active audience, b) media choice depends on the audience link between media and needs 
gratification, c) media compete with other sources, both interpersonal and other media for 
satisfaction, d) audience members can self-report their needs, and e) value judgements of 
mass media content should be suspended until motives and gratifications are understood. 
These elements are assumptions that are specifically related to audience activity. The 
audience have become active receivers with the purpose of media gratification. 
With the introduction of new technologies, such as the Internet and social media, these 
dimensions have been adapted to suit the uses of this technology. Researchers worked to 
broaden the dimensions to integrate the Internet and in using the media paradigm from mass 
communication found that a new internet specific gratification was needed (Song et al., 2004; 
Stafford & Stafford, 2004; Urista et al., 2008; Joinson, 2008; Hou, 2011).  
These dimensions have evolved due to their nature of use, and the motivations consumers 
seek from the technology. With this evolution, research is now needed to identify the uses 
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and gratification that consumers are seek from both the Internet and social media, such as 
communication, relationships, learning, pastimes, challenges, surfing, shared identity, and 
popularity. The development of these dimensions allows understanding of the reasons and 
motivations behind consumer’s use of technology (Table 2.2). 
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Table 2.2, shows how over time the uses and gratifications have moved from those of television and 
radio where consumers are seeking learning, out of habit, for relaxation or for arousal, for excitement 
or entertainment, and now seek from the Internet and social media, communication with others such 
as online sharing connections, social interaction, and self-expression, and seeking popularity.  
2.2.4 Uses and gratification for the Internet 
Research on uses and gratifications of the Internet has been growing in popularity with 
scholars as they seek to understand the uses of, and motivations behind, this form of mass 
communication. The Internet provides users with the ability to communicate with each other 
(Stafford & Stafford, 2004).  Internet usage has been integrated into both business’s, and into 
consumer’s lives, with over 12,161,000 users in Australia (ABS, 2012).  Many 
communication scholars employ Uses and Gratification theory to understand from a user’s 
perspective the specific reasons that bring consumers into the online market space (Ruggerio, 
2000; Parker & Plank, 2000; Stafford & Stafford, 2004, Song et al., 2004; Joinson, 2008; 
Urista et al., 2008 and Hou, 2011). Initial internet uses and gratifications studies found that 
users were generally motivated more by content considerations than by recreational browsing 
(Mc Donald, 1997; Stafford & Stafford, 1998). The abundant opportunities for social 
interaction sets the Internet apart from other media whereby interactive chat rooms, 
discussion groups, and email fulfil the need for social interaction. Other uses of the Internet 
include relaxation and escape factors predicted by Parker and Plank (2002). La Rose et al., 
(2001) found that expectations of finding enjoyable activities online predicated the amount of 
consumption. 
One of the most popular applications of the Internet is social media. Social media has 
exploded in the past five years with the introduction of Facebook and other social media 
platforms such as Linkedin, YouTube, Bebo, Twitter, and Blog (Marketing Mag, 2012). 
Social media is now an accepted form of mass communication and researchers believe the 
Uses and Gratification theory is well suited to it (Song et al., 2004; Stafford & Stafford, 2004, 
Urista et al., 2008; Dunne et al., 2010).  
 Uses and gratifications theory for social media was analysed by Stafford and Stafford, 
(2004) in which they divided social media gratification into three sections content 
gratification, process gratification, and social gratification. This is supported by Song et al., 
(2004) in that content (cognitive and instrumental), and process (cultural and ritual) 
gratification can be applied to the Internet. These theoretical dimensions are robust and useful 
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in being representative of consumer motivations for media use (Stafford & Stafford, 2004). 
Parker and Plank (2000) found three motivations for using the Internet that they called 
companionship/social interaction, surveillance/entertainment, and relaxation/escape. The 
popularity of this form of social media has seen a development in the dimension of uses and 
gratification (Song et al., 2004; Joinson, 2008; Urista et al., 2008 and Hou, 2011). However, 
the application of Uses and Gratification theory into the social media context has altered the 
conceptualisation of the dimensions. Table 2.2 illustrates the different factors of uses and 
gratification within social media. These factors have moved from motivations of learning, 
excitement, habit, and arousal, to social connection, social investigation, self-expression, and 
sharing of content. 
Other empirical studies have uncovered a mixture of process and content gratifications linked 
to social media.  Song et al., (2004) identified seven factors: virtual communities, information 
seeking, aesthetic experience, monetary compensation, diversion, personal status, and 
relationship maintenance. Joinson (2008) identified six unique motivations for using 
Facebook: social connection, shared identities, content, social investigation, social 
networking, surfing, and status updating. Urista et al., (2009) examined two leading online 
social networking sites Facebook and MySpace. Through the application of focus groups they 
found five factors that motivate young people to use social networking sites to fulfil their 
needs: efficient communication, convenient communication, curiosity about others, 
popularity, and relationship formation and reinforcement. Other studies found college 
students use social networking sites to maintain connections with their friends (Lampe et al., 
2007; Ellison et al., 2007). Common factors across these studies demonstrate that social 
media is providing social gratification and motivations to users.  
 
In recent research by Song et al., (2004); Urista et al., (2008); Joinson (2008) and Hou (2011) 
the motivations for use on the Internet and social media are similar with the main motivations 
being social connection, investigation, social networking, and self-expression. Table 2.3 lists 
the factors and serves to illustrate commonalities across the authors. Identified consistent 
factors are social investigation, social networking, status updating, social connection, shared 
identity, and popularity. These identified similarities can be employed by researchers as the 
dimensions to effectively analyse the uses and gratifications of social media. 
With these new dimensions of uses and gratification established, a gap now exists in the area 
of lifespan. Since 2004, gratification and social networking research has focused on the 
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younger demographic as the uptake of social media was focused on college or undergraduate 
students. This is evident in the above Table 2.1 with the research into social media ranging 
from 18 – 26 years of age. Research into the lifespan segments of social media users is 
considered limited with no research in this area. There is evidence to support research in the 
field of lifespan and in particular, the areas of personal identity and intimacy and the impact 
of these constructs upon the uses and gratifications that users seek on social media. 
 Studies in the field of uses and gratifications have been descriptive rather than seeking to 
establish why people seek particular uses and gratifications from social media. The focus of 
this study is to determine if the features of personal identity and intimacy have an impact on 
the uses and gratifications that users seek from social media.  
The issues raised from the examination of the uses and gratification of social media in Table 
2.1 highlight the need to take an alternative approach. Uses and Gratification theory used in 
social media has provided both marketers and researchers with a better understanding of the 
uses and motivations for first generation users (18-25 year olds). With the increase in users of 
different age segments adopting social media there exists a gap in the research to establish 
whether features of life stages impacts upon the uses and gratifications that users seek on 
social media. The following section discusses life stages.  
Table 2.3 Dimension of Internet gratification theories 
Dimensions Song et al., (2004) Joinson (2008) Urista et al.,(2008) Hou (2011) 
Social 
Investigation 
Virtual Community Social investigation  Social investigation 
Social Networking Information 
seeking 
Social network 
surfing 
Curiosity about 
others 
 
Aesthetic Aesthetic    
Monetary Monetary    
Diversion Diversion    
Status Updating Personal status Status Updating   
Social Connection Relationship 
Maintenance 
Social Connection Relationship 
formation 
/reinforcement 
Social Connection 
Shared Identity  Shared Identity  Shared Identity 
Popularity   Popularity Popularity 
Self Expression    Self Expression 
Content  Content   
Efficient 
communication 
  Efficient 
communication 
 
Convenient   Convenient 
communication 
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Comparing and synthesising the motives for social networking use that have been identified 
in prior literature (Song et al., 2004;  Joinson, 2008; Urista et al., 2008; Hou, 2011), the 
present study applied all the uses and gratification factors identified in these studies with the 
exception of content gratification. Content gratification is the gratification obtained from 
using different applications within a social networking site. This study is not concerned with 
examining different application, instead it will focus social gratifications. This study 
identified five factors that motivate social networking use and applies them to this study.  
Social connection: social connection is keeping in touch with old and new friends - finding 
out what they are doing now (Joinson, 2008). It is also about maintaining or creating old and 
new ties that may be weak.  People are motivated to communicate through SNS sites are they 
are designed to allow participants to connect to others for both social and emotional support 
(Joinson, 2008). 
Social investigation: social investigation within social media involves meeting new people, 
virtual people watching, and searching social media for specific types of people. It is about 
viewing new people and discovering more about people who are met offline (Joinson, 2008). 
It can also be considered as the ability to find out more about one’s acquaintances through 
their social networks platforms, or through other important surveillance functions, and may 
be a method of increasing the size of one’s own social network (Joinson, 2008). 
Shared identity: shared identity relates to joining groups, organisations or events, and meeting 
people with similar interests. It is about communication with like-minded people (Joinson, 
2008).  
Popularity: popularity relates to a notion of ego or belongingness – the notion of “will I be 
popular amongst my friends?” Or, “do my friends think I am active in the group?” Popularity 
is the connection the user makes with the number of likes and comments they get on their 
page from news feeds, comments, and other activities on Facebook (Joinson, 2008).  
Self-expression: self-expression relates to the user’s ability to attract friends to view their 
status updates and photographs. The ability to let others know what they are doing and 
attracting a response (Joinson, 2008). Self-expression can also be viewed as the status updates 
that express thoughts to friends and others linked to their page. Additionally, it is also related 
to providing comments on friend’s new feeds and photos (Joinson, 2008). 
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2.3 Lifespan theory 
In life, we move through different stages from birth to death and the study of physiological 
and psychological development is well documented by researchers. Daniel Levinson (1996) 
and Erik Erikson (1950) developed two major theoretical approaches to lifespan theory: 
Erikson’s Lifespan theory and Levinson’s Seasons of Life. Lifespan theory identifies specific 
emotional and social life stages that people move through during the course of their lives. 
Levinson focused was on eras are based from conception until 65 years old. While Erikson 
theory was based on stages of age and ego development. These theories explain how 
development behaviour changes based upon an individual’s age and the underlying patterns 
or design of a person at a given time (Levinson, 1996). 
Researchers have considered age-related differences in product, advertising, and decision- 
making (Law et al., 1998; Skurnik et al., 2005). Recent research has revealed that in addition 
to age-related cognitive differences, there are age-related motivational differences between 
elderly and young adult consumers that influence information processes, and in turn decision 
outcomes (Rowe & Kahn, 2007). Studies have shown that compared to young adults the 
elderly place more emphasis on personal values and experiences (La Baouvie-Vief & 
Blanchard-Fields, 1982). As people age, they develop a more complex understanding of their 
emotions and cognition.  They place an emphasis on paying closer attention to the emotional 
aspects of the environment and managing their emotions in a wide variety of situations.  
Through the application of in-depth interviews, Delorne and Reids (1999) established that 
older consumers were more concerned about the manipulative power of product placements 
than younger interviewees. A separate study of 264 baby boomers employed at an insurance 
company found little difference in opinions about product placement, regardless of the 
medium in which used (Schmoll et al., 2006). Childhood is a key formative period of 
development, reinforcement, and modification of consumption-related thoughts and 
behaviours (Brim 1968). This process continues during the adult life (Brim 1968; Moschis 
1987) and into the elderly years (Smith & Moschis, 1984; 1990) as adults modify existing 
consumption behaviours and adapt to new and or changing consumer roles. 
Ongoing cognitive changes/stages develop with people as they age, however people 
consciously emulate their consumption-related attitudes and actions based on important social 
agents such as peers, family members, or media content (de Gregorio & Sung, 2010). 
Through the interaction with others, social agents transmit thoughts and behaviours with 
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socialisation occurring as part of the process. The involvement of social norms in consumers’ 
typical interactions reinforce and shape consumer-related behaviours and orientations.  
2.4 Levinson’s Lifespan theory 
Levinson (1986) developed a set of five life stages/eras that he labelled as seasons. Each 
season commences with a transition from the previous stage, ends with a stable phase, and 
tends to reflect family and work structures. Life structure, a key concept in Levinson’s 
theory, is the underlying design of a person’s life, consisting of relationships with significant 
others – individuals, groups and institutions. Early adulthood is the era of “greatest energy 
and abundance, contradiction and stress” (Levinson, 1986, p5). In early adulthood transition, 
this is where most young people construct a dream – an image of themselves in the adult 
world that guides their decision-making. 
Table 2.4 Levinson’s season of life 
Era Season Years 
First Era Pre-adulthood Conception to 22 years old 
Second Era Adulthood 17-45 years old 
 Midlife transition 40 -45years old 
Third Era Middle adulthood 40- 65 years old 
 Late Adulthood 60-65 years  
 
Levinson conceived life cycle as eras, each having its own biopsychosocial character and 
make its distinctive contribution to a whole (Levinson, 1986). Defined by modal age with a 
range of about two years above and below this average, the eras are pre-adulthood, early 
adulthood, midlife transition, middle adulthood, and late adulthood, and was identified across 
a sample of 40 men interviewed by Levinson (1978). 
Pre-adulthood extends from conception to roughly around 22 years. The formative years 
evolve as the individual grows from a highly dependent, undifferentiated infancy, though 
childhood and adolescence, to the beginning of greater independence, and responsible adult 
life. This is where the neonate becomes biologically and psychologically separate from the 
mother and establishes the first steps in the continuing process of individuation (Levinson, 
1986).  
The second era, early adulthood, lasts from around 17 – 45 years of age and begins with early 
adult transition. During this era, the move is from a childhood-centred perspective to maturity 
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as an adult. The peak years during this era are during the 20s and 30s which has the greatest 
energy and abundance of the greatest contradictions and stress. In social and psychological 
terms, early adulthood is about forming and pursuing aspirations. This includes starting to 
raise a family and reaching a more senior position in the adult world (Levinson, 1986).  
The third era, middle adulthood, lasts from about 40 – 65 years of age. During this era 
biological capacities are below those of early adulthood but are normally still sufficient for an 
energetic, personally satisfying, and socially valuable life (Levinson, 1986). Those in middle 
adulthood are responsible for their own work and the development of the current generation 
of young adults who will soon enter the dominant generations.  
The final era is late adulthood around the age of 60. This era links the previous era in the later 
part of middle adulthood as the individual moves towards the latter stages of life and 
potentially slowing down. 
Levinson’s primary components of these eras examine life structure where the focus is on a 
person’s relationships with others in the external world. The other may be a person, a group, 
an institution, a culture, or a particular object or place. A significant relationship involves an 
investment of self (desires, values, commitment, energy, and skill), and a reciprocal 
investment by the other person or entity contains the relationship, shaping it and becoming 
part of it (Levinson, 1986). Levinson’s particular focus is on life structure in examining the 
underlying patterns or design of a person’s life at a given point in time. He conceptualises the 
personality structure as “what kind of person am I?”, and life structure as “what is my life 
like now?”.  
Life structure concept requires the examination of the nature and patterning of an adult’s 
relationship with all significant others and the evolution of these relationships over the years 
(Levinson, 1986).  Relationships shape and are the substance of life’s course. Marriage, 
family, and occupation are the central components of a person’s life that have the greatest 
significance for the self and the evolving life course (Levinson, 1986). These life structures 
mediate the relationship between the individual and the environment. It is in part, the cause, 
the vehicle, and the effect of that relationship. Life structure grows out of the engagement of 
the self and the world. Levinson established that men and women appear to have the same 
‘seasons’, with women’s stages more closely linked to family than work (Solomon et al, 
2012). 
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The criticisms and limitations of Levinson era of life stage rest in the lack of definition of the 
eras with an overlapping structure in the building periods or stages. Whilst evidence 
supporting the theory is well grounded, it is in qualitative research not quantitative research 
(Levinson, 1986). In addition, the basis of Levinson’s theory rests solely on men bound by 
the societal viewpoint of the age. Today’s women have increased opportunities in the 
workplace and in society, in addition to a path that potentially leads to motherhood and time 
off for child raising (Bursik, 1991). 
2.5 Erikson’s Psycholosocial theory 
Erikson developed a detailed theory of lifespan development through eight distinct stages 
based on age. Erikson’s theory states that personality starts in infancy and continues across 
the entire lifespan (Feldman, 2011). These stages occur in specific order where none of the 
stages are skipped. Erikson’s psycholosocial development encompasses changes in 
interactions with, and understandings of one another as well as in knowledge and 
understanding of each other as members of society (Erikson, 1963). Development proceeds 
throughout each life in eight stages, which emerge in a fixed pattern and are similar for each 
individual. Each stage represents a crisis or conflict that the individual must resolve. 
Although no crisis is ever fully resolved, the individual must address the first of each stage 
sufficiently to deal with demands made during the next stage of development with this 
growth and change continuing throughout the lifespan (De St. Aubin, et al., 2004). The 
theory considers how individuals come to understand themselves and the meaning of other’s, 
and their own behaviour (Erikson, 1963) 
The application of Erikson’s theory in this research provides clearly distinct lifespan stages 
with each stage representing a new dimension of social interaction that becomes possible 
with increasing maturity (table 2.5). Adolescence is regarded by Erikson (1968) as central to 
his theory because when the individual reaches this stage, the usefulness of identification as a 
mode of adjustment ends and identity formation proper begins. If adolescence does not 
succeed in forming a strong identity – rooted in family, race, or ideology – adulthood 
becomes very difficult, with genuine intimacy being impossible and stable long-term 
relationships unlikely (Rosenthal et al, 1981) 
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Table 2.5 Erikson life stages 
Stages Social interaction Basic Strength 
1. Infancy Birth to 18 mths Trust vs Mistrust Drive and Hope 
2. Early Childhood 
18 mths to 3 years 
Autonomy vs Shame Self-control, courage and will 
3. Play age 3- 5years Initiative and Guilt Purpose 
4. School age 6-12 years Industry vs Inferiority Method and competence 
5. Adolescence 12-18 years Personal Identity and Role 
confusion 
Devotion and fidelity 
6.  Young adulthood 18-35years Intimacy vs Solidarity Affiliation and love 
7. Middle Adulthood 35-55/65 Generativity vs Self Absorption 
or Stagnation 
Production and Care 
Late Adulthood 55 to Death Integrity vs Despair Wisdom 
 
The criticism and limitations of Erikson’s lifespan theory lie in that that it is taken from an 
experimental view. Focusing on one stage of Erikson’s theoretical formulation clearly implies 
that resolution of the core conflicts of earlier developmental stages can be influenced in part 
by crises of a late developmental period (Rosenthal et al., 1981). 
The social interaction of personal identity and intimacy of Erikson life stage were chose due 
to these two dimensions appear to be particularity relevant in a social media focus, and links 
to uses and gratification of social media. By focusing on two developmental stages of 
Erikson’s theoretical foundations it is possible to identify what influences the characteristics 
of late development for adolescence and young adults within social media, the gratification 
they seek, and if it affects them as they move through their lifespan. 
2.5.1 Personal Identity 
In adolescence, children attempt to determine what is unique and distinctive about themselves 
whilst developing their identity. Erikson’s suggests that identity is important; as adolescents' 
intellectual capacities become more adult-like (Feldman, 2011). They see how things are 
stacked up and recognise themselves as individuals, separate from everyone else. This sense 
of identity in adolescence looks at the self from a psychological perspective, viewing traits 
not as concrete entities but as abstractions (Yip, 2008). According to Erikson, the search for 
identity inevitability leads to an identity crisis involving substantial psychological turmoil 
(Erikson, 1963). Identity formation is broadly defined as an ongoing process involving the 
synthesis of individual’s adult identifications, values, and behaviours within the self and as 
part of a larger community (Erikson, 1963).  
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Erikson’s theory suggests that adolescents are attempting to figure out what is unique and 
distinctive about themselves. This role leads to them trying on different roles or choices to 
see if they fit their capabilities and views about themselves (Feldman, 2011). They seek to 
narrow their choices about their personal, occupational, sexual, and political commitments. If 
their identity is forged in an appropriate identity, it sets a foundation for future psychosocial 
development (Erikson, 1963). They learn their capabilities and believe in them and they 
develop an accurate sense of the self and are prepared to take full advantage of their unique 
strengths (Blustein & Palladino, 1991; Archer & Waterman, 1994; Allison & Schultz, 2001). 
Identity achievement appears to be related, for example, to more satisfactory interpersonal 
relationships, academic achievement, and moral development (Rosenthal et al., 1981). 
2.5.2 Intimacy 
Intimacy develops in young adulthood where they experience partner relationships.  Intimacy 
incorporates different facets such as trust, closeness, and intimate sharing. Research also 
shows that in western cultures marriage and finding a partner is postponed to late 20s and 
30s, as they are still developing partner’s values and interests (Beyers & Seiffge-Krenke, 
2010). Sharabany (1994) found that girls with high levels of intimacy with a best friend 
related to greater popularity as a friend. It was also identified that extroversion was found to 
be associated with addictive tendencies, suggesting that extroverts may become overly reliant 
on social networking sites because the interactive experience meets their need for stimulation 
and social interaction (Wilson et al., 2010). 
The focus in this stage of intimacy in the lifespan is that it is a period of developing close, 
intimate, relationships with others (Feldman, 2011). To Erikson, intimacy is comprised of 
several aspects. One is selflessness, the sacrifice of one’s own needs for those of another. 
Another is sexuality, the experience of joint pleasure from focusing not on one’s own 
gratifications but also on that of one’s partner. Finally, there is a deep devotion marked by the 
efforts to fuse one’s identity with the identity of a partner (Feldman, 2011). According to 
Erikson, those who experience difficulties during this stage are often lonely, isolated, and 
fearful of relationships. Their difficulties may stem from an earlier failure to develop a strong 
identity. Erikson proposed that having achieved a confident sense of identity provides the 
basis from which mature forms of intimacy develop (Beyer & Seiffge-Krenke, 2010). In 
contrast, young adults who are able to form intimate relationships on a physical, intellectual, 
and emotional level successfully resolve the crisis during this developmental stage (Feldman, 
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2011). Positive outcomes in intimacy are the development of close friendships and loving 
sexual relationships. Negative outcomes in intimacy are reflected in loneliness, isolation and 
fear of relationships (Beyer & Seiffge-Krenke, 2010). 
2.6 Hypothesis and Research Model 
Model 
Figure 1 outlines the hypothesised relationships between the independent variable intimacy 
and personal identity, and the dependent variables of social investigation, social connection, 
shared identity, popularity, and self-expression.  
Figure 1. Model  
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2.6.1 Personal identity and shared identity of social media. 
Identity formation can be broadly defined as an ongoing process involving the synthesis of an 
individual adult’s identifications, values, and behaviours within the self and as part of larger 
community (Erikson, 1959). Personal identity includes special attributes of the individual 
such as competence, talent, and sociability. Shared identity is linked to social browsing 
identified by Lampe et al., (2006) as it relates to joining groups, organisations of events, and 
the meeting of like-minded people. It is the linking of two items and determining the kinds of 
networks, and special interest groups are shared and communicating these to one another.  In 
other words, it relates to communicating with like-minded people. Shared identity is similar 
to social identity in that individuals may seek media portrayals that strengthen their 
identification with a particular social group and or make that identification more positive 
(Harwood et al., 1995). 
Shared identity has arisen due to the growth of social media in the past five years.  Social 
identity as defined by Tajfel (1978), is that part of an individual’s self-concept which is 
derived from the knowledge of membership of a social group (or groups), together with the 
value and emotional significance attached to that membership. In social identity gratification 
an individual seeks out particular messages that supports their social identities. Shared 
identity in social media is a person wanting to join groups, and joining groups that other 
friends have.  Individuals wish to share similar ideas and presence on the networks.   
From past research, personal identity is based on Erikson’s (1963) definition from more than 
forty years ago that the sense of identity provides the basis from which mature forms of 
relational intimacy develops. Young people were socialising by learning from their parents, 
relationships with partners were governed by traditional rules that went beyond questioning, 
and parents and others served as models of identity and intimacy development. People with a 
high-shared identity are less likely to like being left out of groups, whilst those with a low-
shared identity would be less likely to want to join groups and be part of a community on a 
social media site.  This social identity is a function of both how one evaluates one’s groups 
and how others evaluate those groups. The in-group must have some emotional significance 
to the individuals for the group to contribute to the individual self-concept. (Luhtanen & 
Crocker, 2011) 
Research shows that positive social identity is derived from positively comparing one’s in-
groups with relevant out-groups. Young people gain self-esteem through positively 
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contrasting their youth with negative impressions of older adults (Harwood, Giles and Ryan, 
1995).  Harwood (1999), Beyers and Seiffge-Krenke (2010) support Erikson’s (1982) 
findings and found linkages between personal identity and social identity: shared identity. 
Based upon this discussion and findings of previous research the following is hypothesised:  
H1:  A person with weak personal identity will more than likely seek shared identity 
on social media than a person with strong personal identity. 
 
2.6.2 Personal identity and popularity of social media. 
Identity formation is broadly defined as an ongoing process involving the synthesis of an 
individual adult’s identifications, values, and behaviours within the self and as part of larger 
community (Erikson, 1959). Personal identity includes special attributes of the individual 
such as competence, talent, and sociability. Popularity is defined as the favour of the general 
public or of a particular group of people (Dictionary.com). Popularity on SNS is the amount 
of friends you have. Tong et al., (2008) found the mean of Facebook friends of college 
students is 246. Popularity can be described as either peer perceived popularity and or 
sociometric popularity. Sociometric popularity is associated with the number of social 
evaluations. Peer perceived popularity is the situation wherein opular individuals receive a 
greater number of positive ratings on their measures of liking and potential friendship from 
peers (Tong et al., 2008). They are also judged as more trustworthy and kind.  
Urista et al., (2008) found that many individuals use SNS to become more popular. People try 
to add as many friends as possible to their profile to appear more popular. Additionally, 
individuals look to get comments to build up images of themselves. Barker (2009) 
demonstrated that individuals who do not feel secure in face-to-face interactions may turn to 
social media for communication purposes. That is they may wish to distance themselves from 
social groups and move to online relationships to form social compensation. Tong et al., 
(2008) also found that popularity; pleasantness, appeal, and confidence of the profile owner 
were greater when there are a high number of friends on an individual’s profile than when the 
lower coefficients were displayed.  Individuals with too many friends may appear to spend 
too much time on Facebook; friending out of desperation rather than popularity, and spending 
a great deal of time on their computers trying to make connections in a computer-mediated 
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environment where they feel more comfortable than in face to face interaction (Tong et al., 
2008). With the findings of past research, it can be hypothesised:  
H2 A person with weak personal identity will more than likely seek popularity on 
social media than a person with strong personal identity. 
2.6.3 Personal identity and self-expression of social media 
Identity formation is broadly defined as an ongoing process involving the synthesis of an 
individual adult’s identifications, values, and behaviours within the self and as part of larger 
community (Erikson, 1959) Personal identity includes special attributes of the individual such 
as competence, talent, and sociability. Self-expression can be defined as the expression of 
one's own personality, feelings, or ideas, as through speech or art (dictionary.com) 
The children of the Internet age are ready to bare their bodies and souls in ways their parents 
never could have. Social media has allowed them to express themselves in a public forum. 
Song et al., (2004) pointed to the satisfaction the people received as members of virtual 
communities due to the fact they can generate their own content and use it to satisfy their 
desires. Many individuals are motivated to use the internet by their desire to socialize with 
other people.  
H3 A person with strong personal identity will more likely seek self expression on 
social media than a person with weak personal identity. 
2.6.4 Intimacy and social connection of social media. 
Intimacy is having interpersonal commitments. For intimacy to be developed Erikson (1968) 
proposed that a confident sense of identity provides the base from which mature forms of 
relational intimacy develop. Intimacy is based on the solid sense of self. Intimacy is built 
upon, enlarges, and incorporates what has gone before, and it is a strong sense of identity 
(Kroger, 2007). 
Social connection is about keeping in touch or reconnecting with lost contacts and 
maintaining contacts with existing friends, it’s about finding out what friends are doing now 
(Joinson, 2008) . Past studies also provide justification that social connection is the ability to 
stay connected with family and friends in distant locations. People can log on in their spare 
time and take the opportunity to think about what they are going to say and how others will 
receive it (Urista et al., 2008). SNS allow people to stay more connected with their friends 
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and to see what is happening in both their friend’s and their family’s lives. It allows the 
maintenance of relationships more or less at their own convenience. With these findings of 
prior research it can be hypothesised: 
H4 A person with strong intimacy levels will more than likely seek social 
connection on social media than a person with weak intimacy levels. 
 
2.6.5 Intimacy and social investigation of social media. 
Intimacy is having interpersonal commitments. To allow the development of intimacy, 
Erikson (1968) proposed that a confident sense of identity provides the base from which 
mature forms of relational intimacy develop. Intimacy is based on the solid sense of self. 
Intimacy builds upon, enlarges, and incorporates what has gone before; that is a strong sense 
of identity (Kroger, 2007) Social investigation in social media is investigating what friends 
are doing and meeting new people.  
Research has found that user generated sites provide means by which users can connect and 
communicate with one another (Gangadharbatla, 2008). People join SNS for a number of 
reasons, feeling, affiliation and belonging, need for information, goal achievement, self-
identity, and notions of accepted behaviour. These factors relate to the individual users need 
for cognition, their need to belong, and their level of collective self-esteem (Gangadharbatla, 
2008). Research also shows that keeping in touch with old and current friends is the most 
popular use of social networking sites (Raacke & Bonds-Raacke, 2008). Social presence is 
influenced by intimacy on social media: the higher the social presence, the larger the social 
influence that the communication partners have on each other’s behaviours (Kaplan & 
Haenlein, 2009). With these findings of past research it can be hypothesised: 
H5 A person with strong intimacy levels will more than likely seek social 
investigation on social media than a person with weak intimacy levels.  
2.7 Conclusion 
The need for uses and gratification research in social media is evidenced by the growth of 
social media in the past few years with 51% of Australians using Facebook. (Marketing Mag, 
2012). The majority of studies on uses and gratifications have focussed on first generation 
users, the early adopters of social media - college students up to the age of 25.  With the 
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depth and growth of usage of social media for both personal and business use there is a gap in 
the range of users and other features of their lives that may affect their use of social media. 
Furthermore, academic research has yet to explore other aspects of social media to see if 
these also affect consumers use. Lifespan theory, personal identity, and intimacy have been 
identified as aspects to help define and understand the variations in the uses and gratification 
of social media. A model of Erikson’s life stages using social interaction of personal identity 
and intimacy with Hou’s (2011) social gratifications. The following chapter outlines the 
method used to test this model. 
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Chapter 3 Methodology 
3.1 Introduction 
This chapter illustrates the research design used to build upon the literature review and 
addresses the research question. Firstly, to frame the research, the research paradigm 
undertaken in this study is explained and justified. Following this, the chosen research design, 
methods, and techniques are discussed. Finally, the final instrument is presented and the 
measures included explored.  
3.2 Theoretical perspective 
As the proposed model demonstrates (Figure 2.1), this research proposes an empirical setting 
to investigate the theoretical relational paths drawn from the literature and tests these through 
the hypotheses. Theoretical perspective plays an important part in determining the problems 
that are worth exploring, and the techniques that should be approached to employ them 
(Deshpande, 1983). The conceptual framework seeks to quantify the data  for the purpose of 
explaining causal relationships (Malhotra et al., 2006). The approach for this investigation 
comprises of quantitative research tools and techniques. 
The theoretical perspective of a study is influenced by research paradigms. Everyone 
functions in a paradigm (Bailey, Ford & Raelin, 2008). “A paradigm is a comprehensive 
belief system, world view, or framework that guides research and practice in a field” (Willis, 
Jost & Nilakanta, 2007, p. 245). The paradigm reflects the underlying philosophical 
assumptions of the researcher (Hudson & Ozane, 1988). These assumptions translate into 
different ontological, epistemological, and methodological approaches.  
Researchers design and implement their research based on these assumptions. There are four 
major paradigms that are accepted to exist on a continuum of beliefs, in the order of 
positivism, post-positivism, critical theory, and constructivism (Guba, 1990).  An overview of 
the four paradigms this research aims to explain along with the positivist, and post-positivist 
paradigms are provided in Table 3.1. Table 3.1 also includes a review for their ontology, 
epistemology, and methodology. 
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Table 3.1 Research Paradigms 
 Positivism Critical Theory Constructivism Realism 
Ontology Reality is real and 
apprehensible 
“Virtual” reality 
shaped by 
social, economic, 
ethnic, political, 
cultural, and 
gender values, 
crystallised over 
time 
Multiple local and 
specific “constructed” 
realities 
Reality is “real” 
but only 
imperfectly and 
probabilistically 
apprehensible 
Epistemology Objectivist: 
findings 
true 
Subjectivist: value 
mediated findings 
Subjectivist: created 
findings 
Modified 
objectivist: 
findings probably 
true 
Common 
Methodologies 
Experiments/ 
surveys 
verification of 
hypotheses, chiefly 
quantitative 
methods 
Dialogic/dialectical 
researcher is 
a “transformative 
intellectual” 
who changes the 
social world 
within which 
participants live 
Hermeneutical/dialectical 
researcher is a 
“passionate participant” 
within the world being 
investigated 
Case studies/ 
convergent 
interviewing: 
triangulation, 
interpretation of 
research 
issues by 
qualitative and by 
some quantitative 
methods 
such as structural 
equation 
modelling 
Sourced from: Healy & Perry (2000) 
This research adopts a positivist approach using the survey data collection technique to 
empirically test the hypothetical relationships proposed in Chapter 2. Under a positivist 
paradigm, the necessary methodology is experimental or manipulation, empirically testing 
hypotheses, and controlling conditions to prevent any undue influences affecting the outcome 
of the research (Guba & Lincoln, 1994). Given the nature of the research questions to identify 
the relationship of personal identity and intimacy to uses and gratifications, this research is 
suited to quantitative method.  
3.3 Rationale for survey research method 
This thesis adopts a quantitative research method in to order to empirical test the 
hypothesised relationships presented in Chapter 2. Survey research is one of the most 
common research methods for collecting primary data (Zikmund et al, 2011). The survey 
research method is well suited to provide an understanding on how life stage affects uses and 
gratifications of social media. Previous research in the area of uses and gratifications also 
used surveys to provide a greater understanding (Song et al., 2004; Joinson, 2008; Hou, 
2011). As demonstrated the in previous chapter, literature exists outlining a uses and 
gratification sought from social media and the impacts of life stage. The aim of this research 
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is therefore to measure and test the impact of life stage of personal identity and intimacy on 
uses and gratifications of social media, and it is therefore suited to quantitative research 
methods (Zikmund & Babin, 2007). 
Quantitative research aims to quantify data using structured procedures and statistical 
analysis methods, while qualitative design focus on discovering and exploring reasons, 
motivations, thoughts, and ideas (Malhotra et al., 2006). Quantitative methods are used to 
answer specific hypotheses or research questions using descriptive or experimental 
techniques (Malhotra et al., 2006).  A quantitative approach allows for the analysis of larger 
samples than qualitative methods, thereby deriving outcomes with greater generalisability 
(Hair et al., 2003). The examination of relationships is a key objective of quantitative 
research, making this the most appropriate technique for this study.  
Descriptive research has, as its major objective, the description of something - usually market 
characteristics or functions. This is most often achieved through the application of 
quantitative surveys (Malhotra et al., 2006). Quantitative methods are classified by the nature 
of the respondent-interviewer interaction or most typically, by the mode of communication 
with the respondent. The methods range from telephone interviews, computer assisted 
telephone interviews, personal in-home interviews, intercepts, mail interviews, mail panels, 
email surveys, and internet surveys (Malhotra et al., 2006). This research was suited to an 
online survey for a number of reasons, due to the features and advantages over others. Firstly 
an online survey allowed a representative sample to be collected with relative ease (Hair et 
al., 2003). Respondents provide answers to questions displayed onscreen by highlighting a 
phrase, clicking an icon, or keying in an answer (Zikmund et al., 2007). Internet surveys 
allow marketers to reach a large audience effectively, target specific markets, and assist in 
reducing costs through the elimination of paper and postage.  Data entry with internet surveys 
is available quickly as results can be sent electronically to data files (Zikmund et al., 2007). 
Despite these advantages, surveys do hold some disadvantages, including limits to in-depth 
detail of questions and responses, lack of control over response rates, and integrity of 
respondents. Two key areas of disadvantage for online surveys lie in the unrepresentative 
nature of both the population and the samples taken from it, and the nature of self-completion 
task (Malhotra, 2008). The advantage that online surveys provide for this research are that it 
can focus on specific target markets, and it has the flexibility to capture the data at a specific 
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time for this research. The survey was made anonymous to preserve the identity of 
respondents, which is suggested to encourage honest responses (Zikmund et al., 2007). 
3.4 Validity and Reliability 
Validity and reliability tests need to be conducted to ensure that the measurement of error is 
reduced (Hair, 2010). In order to reduce the amount of error and ensure that the results are a 
true representation of the observed event, validity and reliability tests are implemented (Hair, 
2010). In this thesis, the traditional approach of the Churchill Method where reliability is 
tested before validity was not applied. The Churchill Method approach to testing 
measurement development often does not make a clear link between theory, which then runs 
the risk of detracting from the validity of measures rather than enhancing it (Lee & Hooley, 
2005). Thus, this thesis tests the validity before reliability to overcome these limitations of 
the Churchill Method (Lee & Hooley, 2005). 
3.4.1 Validity 
Validity refers to the extent which a measurement scale represents the phenomena under 
study (Malhotra, 2008). It expresses the researcher’s concern with accurate measurement 
(Zikmund, 2007). Validity is an important part of research as it determines the accuracy of 
the research constructs. When the findings of studies are deemed valid, results are deemed to 
have not occurred by chance, but how they were intended to be (Kline, 2005). There are three 
types of validity: content, criterion, and construct validity (Zikmund et al., 2011). Content 
validity, also known as face validity, refers to the extent that the scale content logically 
appears to accurately reflect what was intended to be measured (Zikmund et al., 2011). 
Criterion validity is the ability to correlate with other standard measures of the same construct 
or establish criterion (Zikmund et al., 2011). The third type is construct validity, which is the 
ability of a measure to provide empirical evidence consistent with a theory based on the 
concepts (Zikmund et al., 2011). 
3.4.2 Reliability 
Reliability refers to the extent to which a measurement produces consistent results if repeated 
(Malhotra et al., 2006). There are two dimensions that underlie the concepts of reliability: 
repeatability, and internal consistency. Reliability uses the re-test method that administers the 
same scale or measure to the same respondent at two separate times to test for stability 
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(Zikmund, 2011). If the measure is stable over time, the test, administered under the same 
conditions each time, should obtain similar results.  
Internal consistency involves the examination of correlations between responses for each 
item (Hair, 2010). To assess internal consistency in this study, item-to-item correlation and 
Cronbach’s alpha scores were examined. Item-to-item correlations measure the relationships 
between two items, and items with scores lower than .30 should be removed as they are less 
reliable (Nunnally & Bernstein, 1994). Cronbach’s alpha scores access the ability to tap into 
an underlying construct (Allen & Bennett, 2010). Cronbach’s alpha scores above .70 are 
deemed acceptable in research and values of .95 and over are optimal for applied research 
(Hair, 2010).  
3.5 Valid and Reliable Survey Construction 
In the data collection process, it is important the survey employed is well constructed and that 
correct procedures are in place to ensure that the survey is reliable and valid. To overcome 
construct development error, the constructs items were drawn from previous studies the 
scales of which demonstrated high levels of reliability and validity (Hair, Bush & Ortimau, 
2003, p 279). 
To achieve acceptable levels of reliability and validity, the questionnaire was pre-tested.  Pre-
testing is trial run with a group of respondents to identify fundamental problems in the 
instructions or design of a questionnaire (Zikmund et al., 2011). The use of the respondents 
should reflect those of typical respondents in the final survey (Zikmund et al., 2011). The 
items used for the initial validation sample were pre-tested using online surveys on five 
respondents. Respondents were asked to complete the online survey sent to them via a link. 
Feedback from the respondents was also solicited on the overall questionnaire design (e.g. 
scales and wording). Overall, there appeared to be no major issues with the items as the five 
respondents were able to answer the questions quite confidently. 
3.5.1 Self-selection Bias and Non-response Bias 
Errors can reduce the reliability and validity of raw data. The two main sources of error that 
occur in research are sampling self-selection and non-response bias.  Self-selection bias 
occurs because people who feel strongly about a subject are more likely to respond to survey 
questions than people who feel indifferent about it (Zikmund et al., 2011). When applied to 
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the context of this study, self-selection bias may occur when participants who hold strong 
opinions about Facebook and how they use it are more likely to respond. 
Non-response bias occurs when there is a statistical difference between the surveys 
administered and the surveys collected (Proctor, 2003). In this case of this study and its 
survey was administered through a third party, Myopinions, through an online survey to 
increase the number of responses thus reducing the non-response error. Respondents with 
Myopinions earn credit points for each survey completed that they then can use to exchange 
for cash, PayPal credits, gift vouchers, or charitable donations.  
3.5.2 Common Method Bias 
Common method bias, also known as common method variance is another source of error 
that commonly exists within survey research (Zikmund et al., 2011). Common method bias 
can occur in two ways during the research process: randomly or systematically, both are 
equally harmful as they can lead to misled findings (Podsakoff, MacKenzie, Lee & 
Podsakoff, 2003). Whilst common method bias is a limitation of self-administrated surveys, it 
is possible to minimise the potential effect towards the data. To overcome the possible 
limitations questions throughout the survey were measured in different ways. Examples in 
this study included Likert scales varying seven to five points, and questions where 
participants chose a drop-down box to choose the answer that related to them.  These 
characteristics help to reduce the problem of common method bias. The Harmen test, a test 
for common method bias, was also performed with the results presented in Chapter Four 
(Podsakoff & Organ, 1986). 
3.6 Sampling and Procedures 
Sampling is the procedure of selecting a small number of people to represent a larger 
identified population (Hair et al., 2003). Sampling procedures are an important part of data 
collection. This is because information gathered from a sample is expected to be applicable to 
the larger population for where it was selected (Hair et al., 2003). There are two steps 
involved in sampling; firstly, the target population must be determined, and secondly, a 
probability or non-probability sampling technique must be selected. 
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3.6.1 Target Population 
It is important to define the target population at the onset of the sampling procedure to ensure 
the correct sources are identified from which to gather the data (Zikmund et al., 2011). The 
target population for this study is Australian men and women from the ages of eighteen to 
fifty-five who have a Facebook account or have had one in the past six months.  
3.6.2 Sampling Method 
A non-probability sampling method was used for this research. A non-probability technique 
is a sampling procedure which ensures individuals have a great chance of been chosen than 
others based upon personal judgement or convenience (Zikmund et al., 2011). In this study 
Quota sampling was employed to acquire an adequate sample for data analysis. 
Quota Sampling 
Quota sampling ensures that various subgroups of a population will be represented based 
upon pertinent characteristics to the exact extent that the investigator desires (Zikmund et al., 
2011).  This sampling strategy provides a number of benefits over other possible selections 
and distributions methods. A large number of responses can be obtained quickly and at a low 
cost to the researcher (Zikmund et al., 2011). The survey was distributed by an external 
company Myopionions to ensure the quota of age range was reached with a greater response 
rate.  
3.6.3 Sample Size 
The quota sample size of 210 participants was recruited (Hair et al., 2010). A sample of this 
size was deemed appropriate for testing, as this study is to explore the relationships between 
personal identity and intimacy, and uses and gratifications. The sample of this study is 
appropriate for testing to explore the relationships in the conceptual model.  
Table: 3.2 Breakdown of respondent age groups 
Age Number Percentage 
18-24 47 22.4% 
25-34 57 27.1% 
35-44 53 25.7% 
45-54 52 24.8% 
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3.7 Survey Design and Measures 
This thesis adopted a quantitative method to empirically test the hypothesised relationships 
presented in Chapter Two. The application of surveys to collect the data is one of the most 
commonly used techniques in marketing research (Zikmund et al., 2011; Malhotra, 2008). 
The questionnaire consisted of 46 questions, with the majority of questions answered by 
selecting a click-on-response.  
The questionnaire employed both a 5- and 7-point Likert scale, as this is preferred in 
marketing research in order to gain more statistically significant results (Hair, 2010). It also 
employed semantic differential scales, including some reverse coded items in the 
questionnaire. The complete questionnaire is available in Appendix 1. The survey consisted 
of four sections, including screening questions, uses and gratifications – social connection, 
social investigation, shared identity, popularity and self-expression; life stages – personal 
identity and intimacy, and demographics. 
3.7.1 Screening questions 
In the first section of the survey, respondents were asked to fill in three screening questions in 
order to filter out respondents who fitted the selected demographic profiles that were needed 
for the research. The screening questions used in this study can been see in Table 3.3.  
Table 3.3 Screening questions 
Q1 Users Id 
Q2 Are you over the age of 18 years old 
Q3 Gender  
(  ) Male  (  ) Female 
Q4 What age group are you in   
(  ) 18 -24  (  ) 25-34  (  ) 35-44  (  ) 45-54  (   ) over 55 
Q5 What location do you live in 
(  ) QLD  (  ) NSW  (   ) VIC  (   ) WA  (   ) SA 
 
3.7.2 Uses and Gratifications measures 
In the second section of the survey, participants were asked to fill in a series of questions that 
related to their use of their Facebook page. The purpose of this section was to gather data 
about the participant’s uses and gratifications they seek on Facebook. Questions for this 
section were sourced from Hou (2011), who conducted a study that focused on uses and 
gratification of social games on Facebook. Items used for the second section of the survey 
can be seen in Table 3.4. A lead in statement was used to introduce the questions  
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Lead in statement:  
When using Facebook, think about how and why you use it. Click on the response that most 
related to how you use your Facebook page. 
Table 3.4 Uses and Gratifications questions 
 Q6  
I will find people I haven’t seen for a while 
I will find out what old friends are doing now 
I will reconnect with people I’ve lost contact with 
I will be able to contact long distance friends 
I will maintain relationships with people I may not get to see very often. 
I will receive some friend’s requests. 
Q 7 I will be able to see in great detail what some of my friends are doing (Pay great attention) 
I will want to see what my friends are doing 
I will meet new people 
I will use advanced search to look for specific types of people 
Q8 I will belong to the group 
I will join events or activities of my friends 
I will decrease the likelihood of being left out 
Q 9  
I will be more popular among friends 
I will be more famous among friends 
My friends will think I am very active in the group 
I will be able to let my friends know my updates 
I will attract my friends to view my status and my photos 
 
3.7.3 Intimacy Measures  
In the third section of the survey, participants were asked to fill in a series of questions which 
related to how they perceive themselves. The purpose of this section was to gather data about 
the participant’s intimacy. Questions for this section were sourced from Rosenthal et al., 
(1981) who conducted a study that examined Erikson’s stages of psychosocial development. 
Items used for the third section of the survey can be seen in Table 3.5. A lead in statement 
was used to introduce the questions  
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Lead in statement: 
Thinking of yourself please rate to what extent the following questions are the characteristics 
of you. 
Table 3.5 Intimacy 
Q10 
I get embarrassed when someone begins to tell me personal things 
I ready to get involved with a special person 
I’m warm and friendly 
It’s important to me to be completely open with my friends 
I keep what I really think and feel to myself 
I think it’s crazy to get too involved with people 
I care deeply for others 
I’m basically a loner 
I have close physical and emotional relationship with another person 
I prefer not to show too much of myself to others 
Being alone with other people makes me feel uncomfortable 
I find it easy to make close friends 
 
3.7.4 Personal identity measures 
In the fourth section of the survey, participants were asked to fill in a series of questions 
which related to their how they perceive themselves. The purpose of this section was to 
gather data about the participant’s personal identity. Questions for this section were sourced 
from Rosenthal et al., (1981) who conducted a study that examined Erikson’s stages of 
Psychosocial Development. Items used for the third section of the survey can be seen in 
Table 3.6. A lead in statement was used to introduce the questions  
Lead in statement: 
Thinking of yourself please rate to what extent the following questions are the characteristics 
of you. 
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Table 3.6 Personal identity 
Q11: 
I know what kind of person I am. 
I’ve got it together. 
The important things in life are clear to me. 
I have a strong sense of what it means to be female/male. 
I can’t decide what I want to do with my life. 
I feel mixed up. 
I change my opinion of myself a lot. 
I’ve got a clear idea of what I want to be. 
I like myself and am proud of what I stand for. 
I don’t really know what I’m about. 
I find I have to keep up a front when I’m with people. 
I don’t really feel involved. 
 
3.7.5 Demographic Measures 
In the final section of the survey, participants were asked to fill in a series of questions that 
related to characteristics about themselves. The purpose of this section was to gather 
demographic information about the respondents, including the age in years, gender, marital 
status, and Facebook usage. Items used for the final section of the survey can be seen in 
Table 3.7. 
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Table 3.7 Demographics measures 
Q12. How many times do you long onto Facebook on average day ____________ 
Q13. On average how much time, in minutes do you spend on Facebook during one session 
(   ) 0-5 mins (   ) 6-10 mins (   ) 11-15 mins (   ) 16-20 mins (   ) 21-25 mins (   ) 25-30 mins  
(   ) 31-35 mins (   ) 36 – 40 mins (   ) Over 41 mins  
Q14. What device you use most to access your Facebook page 
(   ) Computer  (   ) Smartphone  (   ) iPad (   ) Tablet 
Q15. What year did you join Facebook? ____________ 
Q16. What is your gender? 
(   ) Male  (   ) Female 
Q17. What age are you in years? _________ 
Q18. What is your current employment? 
 (   ) Self-employed (    ) Fulltime  (   ) Part time (   ) Student  (   ) Not employed 
Q19. What is your marital status? 
(    ) Single  (   ) Married/Defacto (   ) Divorced  (   ) Widow 
 
3.8 Survey Instrument 
Survey items were based upon existing scales found in marketing - uses and gratification and 
Erikson’s life stages literature. Minor modifications were made as necessary to better align 
with this study, as detailed below. The final survey instrument is featured in Appendix 1.  
3.8.1 Uses and gratifications 
Uses and gratification was assessed using social networking sites uses and gratification 
factors developed in a previous study (Hou, 2011). The measures were adapted from Hou 
(2011) and only used the 18-item scale of expected social gratifications.  Respondents were 
asked to what extent they agree (1=strongly disagree, 7= strongly agree) that they expect five 
different kinds of social gratifications from using Facebook. Facebook: social connection, 
social investigation, shared identity, popularity, and self-expression.  
The survey items that measured social gratifications as scaled by Hou (2011), with the item 
adjusted to be reworded into current use. 
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Table 3.8 Uses and Gratifications – Original and Adjusted items 
Original Scale Adjusted Scale 
I will attract my friends to view my status and my 
photos. 
 
I will be more popular among friends.  
I will reconnect with people I’ve lost contact with.  
I will want to see what my friends are doing.  
I will receive some friend’s request  
I will find people I haven’t seen for a while.  
I will find out what old friends are doing now.  
I will use advanced search to look for specific types of 
people. 
 
I will be able to contact long distance friends.  
I will meet new people.  
I will join events or activities of my friends.  
My friends will think I am very active in the group.  
I will stalk some people (pay great attention). I will comment a lot on some people’s pages (pay 
great attention) 
I will belong to the group.  
I will be more famous among friends.  
I will be able to let my friends know my updates.   
I will decrease the likelihood of being left out.  
I will maintain relationships with people I may not get 
to see very often.  
 
 
3.8.2 Erikson Psychosocial Stage Inventory (ESPI) 
Erikson Psychosocial Stage Inventory (ESPI) was employed to measure identity and intimacy 
as designed by Erikson (1959). Respondents were required to indicate by ticking one of the 
five positions from ‘hardly every true’ (1) to ‘almost always true’ (5) on a Likert scale rating 
for each item. Each subscale had 12 items, half of which reflected successful resolutions, and 
half unsuccessful resolutions of the crisis of the stage. The unsuccessful resolutions are 
reverse ordered. The items remained the same in this study.  
3.9 Data Analysis 
As the research question seeks to examine the relationship between independent and 
dependant variables, the data was analysed using analysis of variance (ANOVA) techniques. 
ANOVA is referred as the analysis of variance which is a statistical technique used to 
determine whether a samples from two groups or more come from the populations with 
equals the mean (Hair, 2010). The technique ANOVA determines the effects of the 
independent variables (Hair, 2010). This leads to testing the significance differences. 
ANOVA was used to analysis the data as there were not direct comparisons of the means 
between the independent and dependant variable.  In this study the responses for personal 
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identity and intimacy were converted into categorical scores using a mean split (Hair, 2010). 
A mean split was implemented as this approach strengthens the relationship between 
concepts and increases statistical power (Maxwell & Harold, 1993). Scores below the mean 
were coded ‘1’ (low) and scores above the mean were coded ‘2’ (high).  The total number of 
participants used was 208. ANOVA was confirmed as the appropriate testing method of a 
person’s levels of personal identity and intimacy on uses and gratifications on social media.  
 
3.10 Ethical Considerations 
Ethics are a critical consideration when conducting research, particularity when human 
respondents will be requested to take part (Malhotra, 2008). This study received low risk 
ethical clearance from the QUT Ethics Committee. The survey was conducted on what were 
deemed ethical terms. 
3.11 Summary  
This chapter provided an outline of the data collection methods used to test the hypotheses 
outlined in Chapter Two. Justification was also given for selecting a positivist and 
quantitative approach to research. The research design was then outlined, and the survey 
method was detailed. A discussion of the validity and reliability tests then followed. This was 
followed by discussions of the sampling procedures, video game stimulus, survey design, and 
measurement and data analysis techniques. To conclude, the ethical considerations which 
guided this research were considered. Chapter Four, will report the results of this study. 
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Chapter 4 Results 
4.1 Introduction 
The previous chapter outlined the details of the research process and the data collection. This 
chapter presents the results of these processes as analysed in SPSS 21.0. Initially, the data 
was screened for errors and abnormalities. This was followed by a descriptive overview of 
the sample collected, and reliability and validity tests. Finally, each hypothesis was tested 
using ANOVA. 
4.2 Data Preparation 
The data preparation steps carried out in this study comprised the creation of the data file, 
coding of the data, and the cleaning of the data (Zikmund et al, 2010). The following sections 
will explore how these steps were implemented in this research. 
4.2.1 Data File Creation 
The survey created for this study was distributed via online internet site using company 
MyOpinions. The online survey was created using the computer software program Key 
Survey, which is hosted by QUT. The Key Survey program created an online link to the site 
containing the survey, which was http://survey.qut.edu.au/f/175736/452b/?LQID=1&. 
Following the expiry of the online survey, the data collected was exported directly to SPSS 
21.0. 
4.2.2 Data Coding 
The direct exportation of the data collected online from the online panel was automatically 
coded by the respondents according to the Likert scales used in the survey. For ANOVA, 
mean splits were carried out on identity and intimacy dimensions. As discussed in previous 
Chapter Three, the mean split was carried out to strengthen the relationships between 
intimacy, identity, and uses and gratifications (Maxwell & Harold, 1993). 
4.2.3 Data Cleaning 
The data for this thesis was cleaned prior to it being analysed. The Key Survey software used 
for the online panel respondents ensured that the online survey was set up in such a way that 
respondents could not skip or miss any questions. During the cleaning process any data that 
was found not fitting the response numbers and scales was replaced with 99. 99 was coded as 
missing data.  
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4.3 Response Rate 
The online survey was available to MyOpinions for a period of two weeks during February – 
March 2013. The survey was distributed to panel members with a completed response rate of 
18.18% from Myopinons. This is an acceptable for online survey student research where 
response rate are far lower in offline methods (Sax et al., 2003). MyOpinions has a data base 
of over 360,000 panel members as of September 2010 (myopionions.com.au). A sample of 
210 was acquired from MyOpinions.  
4.4 Missing Data 
There was no missing data from the online survey as the survey was constructed to disallow 
respondents to miss or skip a question. 
4.5 Sample Characteristics 
The sample characteristics were a range of ages from 18- 54 years old with the mean age of 
35 years. The sample showed that the 57% of participants were married or in a de facto 
relationship, 36.2% were single, and 6.7% were widowed or divorced. The sample was used 
to analyse the use of Facebook and respondents were asked what year they joined Facebook.  
The majority of respondents joined between 2007 and 2010 with the highest joining year 
being 2008 (20%). The majority of users in the sample either spent less than 10 minutes on 
average (36.2%) or more than 40 minutes (21.9%) logged in. Respondents to the study access 
Facebook via computers most often (61.9%) followed by smartphone (33.3%). 
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Table 4.1 Sample characteristics 
Demographic and Usage Variable Percent of Sample % 
Age 
   18 – 24 
   25 – 34 
   35 - 44 
   45- 54 
 
22.4% 
27.1% 
25.7% 
24.8% 
Gender 
   Male  
   Female 
 
49% 
51% 
Employment Status 
   Self employed 
   Full-time 
   Part-time 
   Student 
   Unemployed 
 
8.6% 
41% 
17.6% 
12.9% 
20% 
Marital Status 
   Single 
   Married/Defacto 
   Divorced 
   Widow 
 
36.2% 
57.1% 
5.7% 
1% 
What year did you join Facebook? 
   2006 
   2007 
   2008 
   2009 
   2010 
   2011 
   2012 
 
8.1% 
18.6% 
20% 
18.6% 
14.3% 
2.9% 
5.2% 
What device do you log onto Facebook the most? 
   Computer 
   Smartphone 
   iPad 
   Tablet 
 
61.9% 
33.3% 
2.9% 
1.9% 
On an average day how much time, in minutes do you spend on 
Facebook during one session? 
    0-5 mins 
    6-10 mins  
   11-15 mins 
   16-20 mins 
   21-25 mins 
   25-30 mins  
   31-35 mins 
   36 – 40 mins 
   Over 41 mins  
 
 
20.5% 
15.7% 
7.6% 
8.6% 
1.9% 
35% 
4.8% 
2.4% 
21.9% 
 
4.6 Construct Validation 
Validity, the extent to which a measure or set of measures correctly examine the concepts of 
a study was measured in this study through the results of a confirmatory factor analysis 
(CFA) (Malhotra, 2008). CFA was used on the data to confirm the factorial structure for 
intimacy, personal identity, social connection, popularity, shared identity, social 
investigation, and self-expression. The CFA conducted in this study confirmed measure them. 
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4.6.1 Validation of Intimacy and Personal identity 
Erikson’s Pyscholosocial Inventory Scale (EPIS), Rosenthal et al., (1981) has six scales 
based on the first six stages of Erikson’s Stage, intimacy and personal identity were used. 
Measurement items were subjected to CFA to assess if they fit the planned dimension 
structure, and if they were an adequate fit to the data. The CFA results indicated that the 
initial items did not all fit the two dimensions of intimacy and personal identity.  
Intimacy is a two-dimensional construct. One item was removed as it cross-loaded and the 
loading was less than .30. This resulted in 11 final items.  
Table 4.2 Validity analysis – Final items for intimacy 
Item Factor loading 
Intimacy Expressive Caring 
I prefer not to show too much of myself to others I get embarrassed when 
someone begins to tell me personal things 
.73  
I get embarrassed when someone begins to tell me personal things .71  
I’m basically a loner .68  
Being alone with other people makes me feel uncomfortable .64  
I think its crazy to get too involved with people .64  
I keep what I really think and feel to myself .61  
I care deeply for others  .78 
I’m ready to get/are involved with a special person  .68 
I have close physical and emotional relationships with another person  .67 
I’m warm and friendly  .66 
It’s important to me to be completely open with my friends  .60 
I find it easy to make close friends* Deleted  
* item deleted 
Personal identity is a two-dimensional construct. Four items were removed due to cross 
loading and the loading was less than .30. This resulted eight final items. 
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Table 4.3 Validity analysis – Final items for personal identity 
Item Factor Loading 
Identity Self assured Uncertain 
I know what kind of person I am .78  
I’ve got it together .78  
The important things in life are clear to me .78  
I’ve got a clear idea of what I want to be .73  
I have a strong sense of what it means to be female/male .72  
I can’t decide what I want to do with my life  .82 
I feel mixed up  .81 
I change my opinion of myself a lot  .76 
I like myself and am proud of what I stand for* Deleted  
I don’t really know what I’m on about* Deleted  
I find I have to keep up a front when I’m with people* Deleted   
I don’t really feel involved* Deleted  
* Items deleted 
4.6.2 Validity of Uses and Gratifications 
Uses and gratifications were measured using a total of 18 items (Hou, 2011). The 
measurement items for each dimension of uses and gratifications were subjected to a CFA to 
assess their dimensionality and fit to the data. The CFA results indicted the initial items were 
above the desired factor loading threshold of .60. No items were deleted Table 4.4.1 – 4.4.5. 
Social connections was a unidimensional construct. No items were removed as cross-loading 
did not occur. This resulted in six final items: 
Table 4.4.1 Summary of final validity of social connection 
Social connection Factor 
loading 
I will find people I haven’t seen for a while .95 
I will find out what old friends are doing now .93 
I will reconnect with people I’ve lost contact with .90 
I will be able to contact long distance friends .89 
I will maintain relationships with people I may not get to see very often .87 
I will receive some friends requests .83 
 
Social investigation was a unidimensional construct. No items were removed as cross-loading 
did not occur. This resulted in four final items: 
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Table 4.4.2 Summary of final validity items for social investigation 
Social Investigation Factor 
loading 
I will be able to see in great detail what some of my friends are doing(pay great attention) .86 
I will want to see what my friends are doing .82 
I will meet new people .77 
I will use advanced search to look for specific types of people. .75 
 
Shared identity was a unidimensional construct. No items were removed as cross-loading did 
not occur. This resulted in three final items: 
Table 4.4.3 Summary of final validity items for shared identity 
Shared Identity Factor 
loading 
I will belong to the group .89 
I will join events or activities of my friends .84 
I will decrease the likelihood of being left out .83 
 
Social connections was a unidimensional construct. No items were removed as cross-loading 
did not occur. This resulted in three final items: 
Table 4.4.4 Summary of final validity items for popularity 
Popularity Factor 
loading 
I will be more popular among friends .90 
I will be famous among friends .89 
My friends will think I am very active in the group .87 
 
Self expressions was a unidimensional construct. No items were removed as cross-loading 
did not occur. This resulted in two final items: 
Table 4.4.5 Summary of final validity items for self expression 
Self Expression  
I will be able to let my friends know my updates  .82 
I will attract my friends to view my status and my photos  .82 
 
4.7 Construct Reliability 
Reliability refers to the consistency of data, that is, the degree to which it measures the ‘true’ 
value and is free of error (Hair et al., 2010). Reliability tests were carried out on the items 
remaining from construct validation. Cronbach’s Alpha and item-to-correlation were used to 
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assess the reliability of the items. Three items were deleted in intimacy, the remainder 
constructs no items were deleted. 
The Cronbach’s Alpha and item-to-total correlation for all measures are contained in Tables 
4.6. In total 11 items were deleted due to poor item-to-correlation; five from personal 
identity, and six from intimacy. The six from intimacy were reverse coded items. The items 
removed are italicised and shown in the table. The items measuring intimacy, personal 
identity, social connection, self-expression, social investigation, popularity, and shared 
identity remained unchanged as they satisfied the threshold of .30 and had Cronbach’s alpha 
higher than .60. 
4.7.1 Reliability of Intimacy and Personal Identity 
The items for intimacy and identity were found to be reliable with items-to-total correlation 
above .30 and Cronbach’s alpha scores over found in Table 4.5 and 4.6. 
Table 4.5 Cronbach’s Alpha and item-to-total correlation personal identity 
Items Item-to-total correlation 
Final 
I’ve got a clear idea of what I want to be .66 
I feel mixed up .46 
The important things in life are clear to me .64 
I’ve got it together .60 
I know what kind of person I am .57 
I can’t decide what I want to do with my life .50 
I have a strong sense of what it means to be female/male .45 
I change my opinion of myself a lot* deleted 
Cronbach’s Alpha .81 
*item deleted. 
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Table 4.6 Cronbach’s Alpha and item-to-total correlation intimacy 
Items Items-to-total correlations 
I care deeply for others .58 
I’m ready to get involved with a special person .50 
I have close physical and emotional relationship with another person .46 
I’m warm and friendly .45 
It’s important to me to be completely open with my friends .39 
I find it easy to make close friends .37 
I prefer not to reveal too much of myself to others*  Deleted 
I get embarrassed when someone begins to tell me personal things* Deleted 
I’m basically a loner* Deleted 
I think it’s crazy to get too involved with people* Deleted 
I keep what I really think to myself* Deleted 
Being alone with other people makes me feel uncomfortable* Deleted 
Cronbach’s Alpha .72 
* item deleted. 
4.7.2 Reliability of Uses and Gratifications 
The items used to measure the five dimension of uses and gratification were reliable with 
scores exceeding the item-to-total threshold of .30 and Cronbach’s alpha threshold of .70 
Table 4.7 – 4.11. 
Table 4.7 Cronbach’s Alpha and item-to-total correlation social investigation 
Items Item-to-total correlation 
I will want to see what my friends are doing .65 
I will use advanced search to look for certain types of people .57 
I will meet new people .60 
I will be able to see in great detail what some of my friends are doing (pay 
great attention) 
.71 
Cronbach’s Alpha .81 
 
Table 4.8 Cronbach’s Alpha and item-to-total correlation shared identity 
Items Item-to-total correlation 
I will belong to a group .73 
I will join events or activities of my friends .65 
I will decrease the likelihood of being left out .64 
Cronbach’s Alpha .82 
 
Table 4.9 Cronbach’s Alpha and item-to-total correlation popularity 
Items Item-to-total correlation 
I will be more popular among friends .76 
I will be famous among friends .71 
My friends will think I am very active in the group .74 
Cronbach’s Alpha .86 
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Table 4.10 Cronbach’s Alpha and item-to-total correlation social connection 
Items Item-to-total correlation 
I will reconnect with people I’ve lost contact with I will find people I haven’t 
seen for a while 
.86 
I will receive some friends requests .77 
I will find people I haven’t seen for a while .92 
I will find out what old friends are doing .89 
I will be able to contact long distance friends .85 
I will maintain relationships with people I may not get to see very often .82 
Cronbach’s Alpha .95 
 
Table 4.11 Cronbach’s Alpha and item-to-total correlation self expression 
Items Item-to-total correlation 
I will be able to let my friends know my updates .64 
I will attract my friend to view my status and my photos .67 
Cronbach’s Alpha .78 
 
4.7.3 Descriptive Analysis of Constructs 
The means, standard deviation, alpha reliabilities, and correlations between the variables are 
shown in Table 4.12. The descriptive statistics for the constructs of this study indicate 
intimacy, personal social investigation, popularity, shared identity, and self-expression 
identity had mean scores that were moderate, while social connection had a mean score that 
was high. The constructs of intimacy and personal identity used a scale of Likert 1-5, and the 
constructs of social connection, social investigation popularity, shared identity, and self-
expression used a Likert scale of 1-7. 
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Table 4.12 Descriptive results 
Variables  Mean SD 1 2 3 4 5 6 7 
1. Intimacy 3.61 .70 (.72)       
2. Personal 
Identity 
3.38 .56 .66** (.81)      
3. Social 
Connection 
5.02 1.49 .39** .29** (.82)     
4. Social 
Investigation 
3.98 1.37 .30** .31** .74** (.81)    
5. Popularity 3.11 1.37 .22** .31** .53** .70** (.86)   
6. Shared 
Identity 
3.8 1.45 .35** .32** .71** .77** .78** (.82)  
7. Self 
Expression 
4.28 1.5 .38** .35** .78** .78** .64** .75** (.78) 
  
4.8 Hypotheses Testing 
This section reports the results of the five hypothesised relationships. The results show 
support for all the hypotheses.  
4.8.1 Personal identity and Uses and Gratifications 
The hypotheses were tested using ANOVA to examine the relationship between personal 
identity, intimacy, and the five dimensions of uses and gratifications: social connection, 
social investigation, popularity, self-expression, and shared identity. 
H1 A person with weak personal identity will more than likely seek shared identity 
on social media than a person with strong personal identity 
 The first hypothesis examined personal identity and shared identity. A negative relationship 
was found between the two dimensions. The results shown in (Table 4.13) indicate that a 
person with weak personal identity seek shared identity F(1,207) = -14.5, p=.00, thus H1 is 
supported.  
H2 A person with weak personal identity will more than likely seek popularity on 
social media than a person with strong personal identity. 
The second examined the hypothesis H2, which focused on the relationship between weak 
personal identity and popularity. Results displayed in (Table 4.13) show that a significant 
negative relationship F(1,207) =-7.05, p=.009, thus H2 is supported.  
H3 A person with strong personal identity will more than likely seek self-expression 
on social media than a person with weak personal identity.  
 59 
The third examined the hypothesis H3, which tested the relationship between levels of 
personal identity and self-expression. The results of the third hypothesis (Table 4.13) show 
that strong identity has a positive relationship with self-expression F(1,207) =20.38, p=.000, a 
positive relationship, thus H3 is supported. 
Table 4.13 ANOVA analysis Results personal identity 
Source Type III Sum 
of squares 
DF Mean squared F Sign 
Shared identity 28.92 1 28.92 -14.57 .000 
Popularity 12.93 1 12.93 -7.05 .000 
Self Expression 42.34 1 42.34 20.38 .000 
 
4.8.2 Intimacy and Uses and Gratifications 
H4 A person with strong intimacy levels will more than likely seek social 
connection on social media than a person with weak intimacy levels. 
The fourth examined the hypothesis H4, which focused on the relationship between intimacy 
and social connection. Results displayed in (Table 4.14) show that strong intimacy has a 
positive relationship with social connection (F 1,207) =15.35, p=.000, thus H4 is supported.  
H5 A person with strong intimacy levels will more than likely seek social 
investigation on social media than a person with weak intimacy levels. 
The fifth examined the hypothesis H5, which focused on the relationship between intimacy 
and social investigation. Results displayed in (Table 4.14) show that strong intimacy has a 
positive relationship with social investigation F(1,207) 17.7, p=.023, thus H5 is supported. 
Table 4.14 ANOVA analysis results intimacy 
Source Type III Sum 
of squares 
DF Mean squared F Sign 
Self expression 32.61 1 32.61 15.35 .000 
Social 
Investigation 
36.74 1 36.74 17.70 .000 
  
4.9 Post Hoc Testing 
ANOVA was used to provide additional analysis is to identify any year differences in 
lifespan theory.  There are three ways to classify age. Firstly Erikson age 18-24 young 
adulthood and 25-55 middle adulthood, secondly using decades age 18-24, 25-34, 35-44 and 
45-55 and finally Age Cohort Generation Z 18-19, Generation Y 20-36, Generation X 37-47 
and Baby Boomers 48-55 years old.  
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Table: 4.15 Relationship between age and model constructs. 
 
 
Personal 
Identity  
 
Intimacy Social 
Connection 
Social 
Investigation 
Shared 
identity 
Self 
expression 
Popularity 
Erikson .58* .72* .01 .00 .00 .00 .00 
Modern 
Age 
.18* .37* .10* .08* .00 .08* .00 
Age 
Cohorts 
.35* .64* .38* .28* .00 .57* .03 
* p < 0.05 
The mean differences in age groups was only evident in the uses and gratifications. There 
were no differences in age for lifespan theory variances of personal identity and intimacy 
across all three age approaches.  
The data revealed that age differences exit in the uses and gratifications and age. The age 
differences in uses and gratifications showed changes around the age 30-34. Under 30 
participants had higher average means than over 34 years old in the uses and gratifications 
they seek. This age changes could be linked to changes within society for example that 
participants are getting married later and decide on having children later than twenty years 
ago. Statistics show the average age of women giving birth to their first child in 1972 was 
25.5 years old compared to 30.7 years old in 2011, men 1975 were 28.6 years old and 33 
years old in 2013 (ABS.gov.au, 2014). Marriage statistics show that in 1992 the average age 
of women and men getting married were 24.3 years old and 26.8 year old, compared to in 
2013 women 28.1 years old and men 29.8 years old (ABS.gov.au, 2014). 
4.11 Summary 
This chapter reported the results for each of the hypotheses presented in Chapter Two. The 
data was first prepared, which involved the steps of creating the data file, coding the data and 
cleaning the data. The response rate was then reported, followed by common method bias, 
and sample characteristics. Validity and reliability test results were then reported. To 
conclude, the hypothesis test results were examined along with ANOVA test results. The 
following chapter, Chapter Five will discuss the results of this chapter and their implications 
for Erikson’s Lifespan and Uses and Gratification. 
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Chapter 5 Discussion and Conclusion 
5.1 Introduction 
The rapid uptake of social media in the past five years by consumers, and now businesses, 
has presented a number of interesting phenomena for the examination of marketing research. 
One area is the impact of lifespan on uses and gratifications of social media. As individuals 
move through their lifespan what do they seek from social media site Facebook? Whilst there 
is literature on use for social media for first generation users (Hou, 2011; Ursita et al., 2008; 
Song et al, 2008), there is limited research on how personal identity and intimacy affect uses 
and gratifications. This dissertation sought to explore the impact of lifespan concepts on uses 
of social media.  
In critically reviewing the literature, five dimension of Uses and Gratification were found: 
personal identity, intimacy, social connection, social investigation, popularity, self-
expression, and shared identity. These relationships have not been previously empirically 
tested in the context of social media. Specifically, this thesis aimed to apply Erikson (1963) 
and Hou (2011) to social media Facebook.  
The results of this research showed full support for there between personal identity and 
intimacy of uses and gratifications see Table 5.1. This chapter will discuss the overall 
findings, outline the contribution to theory, and discuss the limitations and direction for 
future research.  
Table 5.1 Summary of Results 
Hypothesis: Result: 
H1 A person with weak personal identity will more than likely seek shared identity 
on social media than a person with strong personal identity. 
Supported 
H2 A person with weak personal identity will more than likely seek popularity on 
social media than a person with strong personal identity 
Supported 
H3 A person with strong personal identity will more than likely seek self-
expression on social media than a person with weak personal identity 
Supported 
H4 A person with strong intimacy will more than likely seek social connection on 
social media than a person with weak intimacy. 
Supported 
H5 A person with strong intimacy will more than likely seek social investigation on 
social media than a person with weak intimacy. 
Supported 
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5.2 Overall Findings 
The objective of this thesis was to understand how personal identity and intimacy impacts 
upon uses of social media Facebook. The findings of this study present support that personal 
identity and intimacy has varying impact on how we connect on social media. These findings 
are consistent with past research in age consumptions of products, media, and internet (Law 
et al., 1998; Skurnik et al). 
The specific purpose of Chapter Five is to address the research questions posed in Chapter 
One. The first research question, “what is the relationship between uses and gratifications of 
social media and an individual’s personal identity?” was addressed by hypothesis H1, H2 
and H3. The results of indicate that there is a relationship between personal identity and uses 
and gratification of shared identity, popularity and self-expression.  
The second research question: “what is the relationship between uses and gratifications of 
social media and an individual’s intimacy levels?” was addressed by hypothesis H4 and H5. 
The results of indicate that there is a relationship between intimacy and uses and gratification 
social connection and social investigation.  
5.3 Personal Identity and Uses and Gratifications of social media 
This thesis found that personal identity influences the uses shared identity, popularity, and 
self-expression. Previous research has found that personal identity is an important aspect of a 
person’s life and during adolescence if crises of identity are not resolved, weak levels are 
formed, and this continues through the stages of their lifespan (Erikson, 1959; Marica, 1980). 
Shared identity is linked to social browsing; that is consumers browse Facebook to find social 
groups that have emotional significances to themselves (Lampe et al., 2006). In the context of 
social media Facebook, it was found that a person with weak levels of identity is more likely 
to seek higher levels of shared identity. This supports Mazalin & Moore (2004) that stated 
that high levels of internet use may serve as a limit of real world exploration and interaction 
with others with corresponding slowing down of the development journey towards identity 
achievement.  
One interesting finding of this research was that personal identity has negative relationships 
with popularity.  On Facebook popularity can be viewed as a way for an individual to build 
up their personal image and is counted by the number of friends attached to their page 
(Barker, 2009). The findings of this research demonstrated that a person with weak levels of 
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personal identity seeks popularity and this is supported by Tong et al (2008) who also found 
that a person with weak levels of personal identity uses Facebook to build up their image and 
trigger positive social judgement. Mazalin & Moore (2004) also found that young men are 
attract to social media and the internet  as some of these young men are identity poor use 
social media and internet to experiment with new roles and ways of being. Popularity, 
pleasantness, heterosexual appeal, and confidence of a profile owner were high when there 
was a high number of friends on an individual’s profile than when the low coefficients were 
displayed (Tong et al., 2008). Social networks such as Facebook provide individuals who 
otherwise have difficulties forming and maintaining both strong and weak ties an avenue to 
enhance their connection (Ellison et al., 2007).   
Another interesting finding of personal identity is that had a positive relationship of self-
expression. The results of the study were consistent with research on internet usage and social 
media that a person with weak levels of personal identity seeks higher levels of self-
expression to gain more self-esteem through using online Facebook applications and games 
(Ellison et al., 2007). Facebook allows students to help overcome barriers of low satisfaction 
and low self-esteem, by providing increased information and opportunities to participants i.e. 
the poor get richer hypothesis (Ellison et al., 2007). Furthermore, the results supported the 
argument. Overall, the finding of personal identity with uses and gratifications is that there is 
a relationship on social media, and it provides an insight into how marketers can tailor 
applications and marketing to consumers on social media.  
5.4 Intimacy and Uses and Gratification of social media 
This thesis found that an intimacy level has a relationship with social investigation and social 
connection. Social connection on Facebook is an individual seeking to know what their 
friends are doing; investigation relates to exploring the connections of other friends and 
groups and involves searching people on Facebook and to meet new contacts and to identify 
with new groups (Hou, 2011). One of the many ways for consumer to interact now is using 
social media. Social media provides consumers the convenience to log onto in their spare 
time and interact with their friends. The convenience of social media allows users to have a 
chance about what they are going to say and how it will be received by other people (Urista et 
al, 2008).   
Research was found to support the hypothesis there is a positive association between 
intimacy and social connection. This is also supported by the research of Kaplan & Haenlein 
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(2009) in that social connection is influenced by intimacy on social media; the higher the 
social presence the larger the social influence that communication partner. Having high levels 
of intimacy enables people to ask for help, have a degree of maturity, and is also linked to 
popularity with friends (Sharabany, 2012). Consumers log into Facebook frequently to stay in 
touch with their friends and to find out what they are doing. Therefore, it was hypothesised 
that there is a positive association between intimacy and social connection. This hypothesis 
was supported in the analysis, where those with high levels of intimacy had a positive 
association with social connection.  
The final finding of this research is the presence of intimacy and social investigation. Social 
connection on Facebook is the interaction of keeping in touch with friends and maintaining 
that connection (Joinson, 2008). Research has found that social investigation is to meet or 
view new people and to find out about people (Joinson, 2008), it the ability to look up and 
view other people’s social networks and friends. Having higher levels of intimacy enables 
people to keep in touch with friends, maintain relationships, and have the ability to 
investigate other sources of groups that their friends are associated with.  
5.5 Contributions to Marketing Theory 
This thesis contributes new knowledge to marketing concerning lifespan theory of personal 
identity and intimacy Erikson (1963) with the dimension of uses and gratifications Hou 
(2011) in young and middle aged adults aged 18-55 years old.  Specifically, this study has 
documented the relationship of personal identity and intimacy with uses and gratifications of 
social media Facebook. This current research builds upon previous literature and applies it to 
the context of consumer behaviour. The following section will explore the study’s specific 
contributions to marketing.  
5.5.1 Lifespan theory and age 
The current research makes a number of theoretical contributions; firstly, to lifespan 
literature. Lifespan theory has been researched for a number of years, initiated by Erikson 
(1959). Erikson’s lifespan research was based on stages of age in the 1960s, and the field has 
evolved over time. This is evident in the recent data collected by the Australia bureau of 
statistics (2012) in that the average age of people getting married and having children has 
increased from 1972/1975 when Erikson developed these stages. The age differences in uses 
and gratifications showed changes around the age 30-34. Under 30 participants had higher 
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average means than over 34 years old in the uses and gratifications they seek. This age 
changes could be linked to changes within society for example that participants are getting 
married later and decide on having children later than twenty years ago. Statistics show the 
average age of women giving birth to their first child in 1972 was 25.5 years old compared to 
30.7 years old in 2011, men 1975 were 28.6 years old and 33 years old in 2013. Marriage 
statistics show that in 1992 the average age of women and men getting married were 24.3 
years old and 26.8 year old, compared to in 2013 women 28.1 years old and men 29.8 years 
old.  (ABS.gov.au, 2014). These results, and the results found in this study provide 
researchers with the opportunity to engage in deeper research on Erikson’s lifespan theory, to 
determine, amongst other factors, if the age span in the eight stages has increased.  
The two stages of lifespan theory of Erikson examined was personal identity and intimacy. 
These two areas were based on young adulthood 18-34 and middle adulthood 35-55. Based 
on research in this study there was found to be a broader age in the lifespan. There is a 
marked difference in the development of an 18 year old compared to a 34 years old. Whilst 
an 18year old typically would still be living at home and entering into university, the 34 year 
old is likely to be married and have one child (ABS.gov.au, 2012). It is important to 
acknowledge that consumer’s lifespan could be changing and this needs to be addressed with 
marketing strategies.  
5.5.2 Uses and Gratifications and Age 
The current research makes theoretical contributions to marketing in the areas of lifespan and 
uses and gratifications. With the changes in technology, and especially in social media, in 
recent years, this thesis first contributes to the current literature on uses and gratifications on 
social media. Current research provides empirical evidence on the uses and gratifications 
consumers seek from social media Facebook. This in turns strengthens the argument of 
leading marketing scholars that indeed uses and gratifications are important to consumers 
who use social media (Hou, 2011). This study furthers the works of Hou, (2011) in exploring 
uses and gratifications and linking life stage features of personal identity and intimacy. 
Specifically, this study has documented the relationship between personal identity and 
intimacy with uses and gratifications on Facebook. Contributions have therefore also been 
made to the bodies of literature surrounding consumer behaviour lifespan, and uses and 
gratifications.  
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In a broader sense, this study contributes to the knowledge surrounding consumer behaviour 
on social media and how it is affected by lifespan features such as personal identity and 
intimacy.  While this study was focused on social media Facebook, there exists the further 
potential through research to discover how other lifespan features affects the uses and 
gratifications of social media in a broader context. 
5.5 Implications for Practice 
The key practical benefit gained through this research is a greater understanding of how 
lifespan features of personal identity and intimacy impacts consumers use of social media 
Facebook. As one of the most popular forms of communication, many users from the age of 
thirteen to over eighty use Facebook on a daily basis. It is clear that Facebook itself provides 
marketers with opportunities to engage, learn about, and interact with customers more 
regularly than in the past eight years. However, marketers are still unsure how to capitalise on 
this growth in communicating with their consumers, instead treating it as a traditional sales 
channel (Riegner, 2007).  
The market of consumers is constantly altering due to consumers moving through their 
lifespan. This provides the opportunity for marketers to identity new segments, and adjust 
products and services to the needs of consumers as they progress through these stages (Brim 
1968: Moschis, 1987). Brands that use social media will be able to have a more effective 
analysis of their consumers. By connection online through social media, businesses will have 
the opportunity to find out more about their consumers’ profiles according to how they 
communicate and use their online sites. There is a potential opportunity for online sites, such 
as dating websites, to know more about their type of consumers. This study has provided 
research that shows consumers who have low personal identity and intimacy levels seek more 
on social media than person with strong personal identity and intimacy levels. These sites 
could provide consumers a more effective way to communicate online with others by 
providing those consumers with high levels of personal identity and intimacy the use of the 
site to provide information to those with weak levels. Web developers of business social 
media sites can modify the features on there sites to attract people with different personal 
identity and intimacy levels.  
By understanding the gratifications consumers seek when using Facebook, marketers will be 
better able to capitalise on its use and create mutually beneficial relationships. Business has 
the potential now to ask consumers more about their profile. By having more information 
 67 
about the consumers, business are then better able to match their services and products to 
consumers more effectively to increase customer loyalty, sales, and returns on investment. 
Where the findings show that users have weak levels of personal identity and intimacy seek 
higher levels of uses and gratifications, business will be able to capitalize on consumers 
levels of intimacy and identity to actively develop relationships and enhance the trust 
between the consumers and business.  
As social networking sites continue to attract substantial numbers of new and older members 
on a daily basis, user motivations for participating in social networking sites and the resulting 
rewards to gratifications, represent new ground for further exploration.  
5.6 Limitations for future research 
This research has provided several contributions to the areas of lifespan age and uses and 
gratifications. Each research design contains inherent limitations. Limitations need to be 
addressed to ensure that the research is conducted as appropriately as possible (Malhotra et 
al., 2006). The following are key limitations for this study and directions for further research. 
First, as this study was a cross-sectional research design, there are inherent limitations related 
to behavioural change, volume of data, and accuracy as compared to longitudinal studies 
(Malhotra et al., 2006). The original sample size of 208 was adequate for this analysis, and 
the application of mean split to divide ANOVA necessitated the reduction of the sample. As 
an increased sample size provides a greater stability and generalisability, this may have 
limited the outcome of the results. To further increase the accuracy of the data future studies 
using a longitudinal design to measure personal identity and intimacy towards uses and 
gratifications could be implemented. This study could identify if there are any change over 
time as consumers moves throughout their lifespan. 
Secondly, this thesis only used a quantitative approach, which may limit the richness of the 
data collected. This limitation could be addressed by using a mixed method approach that can 
assist in exploring and clarifying the research questions and allow generalisability (Malhotra 
et al., 2006). Qualitative research could provide data that is deeper and richer allowing a 
greater understanding of the research problem (Malhotra el at., 2006). Qualitative research 
could be conducted to gain a deeper insight into the role of personal identity and intimacy on 
uses and gratifications on social media. By gaining a greater understanding of consumer’s 
personal identity, intimacy, and uses and gratification by asking questions on their thoughts, 
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beliefs, and attitudes may provide greater detail to researchers as to why consumer levels are 
weak and provide support to quantitative research.  
Thirdly, with additional Post hoc tests completed, results found that age has an influence on 
uses and gratification however not on personal identity and intimacy. The results found that 
age does impact the uses and gratifications on social media. There is an opportunity here for 
researchers to look into Erikson’s lifespan eight stages of development to analyse if these age 
stages are still relevant in today society or if have they changed due to the changing of 
consumers and our lifecycle.  
Finally, this thesis employed Erikson’s identity and intimacy scales adapted by Rosenthal et 
al., (1981) and uses and gratifications scales adapted by Hou, (2011). The CFA results failed 
to fully confirm the expected factorial structure with 11 items respectively cross loading or 
failing to meet the required factor loading threshold. These results suggest that future 
research should seek to develop scales for lifespan and uses and gratifications to effectively 
measure the changes in lifespan.  
5.7 Summary 
This chapter has outlined the results of this research study and has provided answers to the 
two research questions on the impact of intimacy and personal identity with uses and 
gratifications. The research discovered that there is a positive relationship with a person’s 
level of intimacy and personal identity and what they seek in uses and gratifications.  
The findings have provided both theoretical and practical contributions to lifespan and social 
media marketing. From an academia perspective, this study provides a step to further 
exploration of the impact of life stages on uses and gratifications of social media. Practically, 
it provides greater insight into social media Facebook and how consumers use this form of 
communication. Both of these areas provide more knowledge for social media marketers and 
academia. Finally, this study provides an avenue for future research into the area of life stage 
and uses and gratifications field. 
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Appendix 
 
PARTICIPANT INFORMATION FOR QUT RESEARCH PROJECT 
– Questionnaire – 
The impact of life stage on the uses and gratification of social media 
QUT Ethics Approval Number 1300000010 
RESEARCH TEAM   
Principal 
Researcher: 
Sandy Sergeant , Masters student, QUT  
 
Dr Larry Neale, Principal supervisor, 
 Professor Rebekah Russell-Bennett, Supervisor, 
DESCRIPTION 
This project is being undertaken as part of Masters Study for Sandy Sergeant. 
The purpose of this project is to better understand the impact of age on the uses and 
gratifications of social media Facebook. 
You are invited to participate in this project because you are a user of social media, 
Facebook.  
PARTICIPATION 
Participation will involve completing a 46 item anonymous questionnaire with Likert scale 
answers (strongly agree – strongly disagree) that will take approximately 15 - 20 minutes of 
your time. Questions will include “I like to let my friends know my update” and “I like to 
contact long lost friends”. 
Your participation in this project is entirely voluntary. If you agree to participate you do not 
have to complete any question(s) you are uncomfortable answering. Your decision to 
participate or not participate will in no way impact upon your current or future relationship 
with QUT. If you do agree to participate you can withdraw from the project at any time 
without comment or penalty. Any identifiable information already obtained from you will be 
destroyed. However as the questionnaire is anonymous once it has been submitted it will 
not be possible to withdraw. 
 
EXPECTED BENEFITS 
It is expected that this project will not directly benefit you. However, it may benefit in 
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further developing research on uses and gratification of social media. Specifically, it will 
provide a better understanding of how age impacts uses and gratifications of social media 
and thereby contributes to consumer behaviour theory, marketing activity and enable 
business to use social media to achieve their goals.  
You can request a copy of the results of the survey if required. 
 
RISKS 
There are no risks beyond normal day-to-day living associated with your participation in this 
project. If you find that answering any of questions you find yourself becoming 
uncomfortable and or provide you with distress please contact lifeline for counselling on 13 
11 14.  
 
PRIVACY AND CONFIDENTIALITY 
All comments and responses are anonymous and will be treated confidentially.  The names 
of individual persons are not required in any of the responses. 
 
Any data collected as part of this project will be stored securely as per QUT’s Management of 
research data policy. 
Please note that non-identifiable data collected in this project may be used as comparative 
data in future projects. 
 
CONSENT TO PARTICIPATE 
 
Submitting the completed online questionnaire is accepted as an indication of your consent 
to participate in this project. 
 
QUESTIONS / FURTHER INFORMATION ABOUT THE PROJECT 
If have any questions or require further information please contact one of the research 
team members below. 
 
Sandy Sergeant (Researcher) Dr Larry Neale ( Principal Supervisor) 
QUT Business School 
Advertising, Marketing and Public Relations 
(AMPR) 
QUT Business School 
Advertising, Marketing and Public Relations 
(AMPR) 
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Phone : 07 3138 1866 Phone: 07 3138 2274 
Email: s.sergeant@qut.edu.au Email: l.neale@qut.edu.au 
 
CONCERNS / COMPLAINTS REGARDING THE CONDUCT OF THE PROJECT 
QUT is committed to research integrity and the ethical conduct of research projects.  
However, if you do have any concerns or complaints about the ethical conduct of the 
project you may contact the QUT Research Ethics Unit on [+61 7] 3138 5123 or email 
ethicscontact@qut.edu.au. The QUT Research Ethics Unit is not connected with the 
research project and can facilitate a resolution to your concern in an impartial manner. 
Thank you for helping with this research project.  Please keep this sheet for your 
information. 
 
 
Q1 User ID 
 
   
 
 
 
 
Q2 Are you over 18? 
 
 Yes  
 No  
 
 
 
Q3 Gender 
 
 Male  
 Female  
 
 
 
Q4 Age 
 
 
 25-34  
©?ß 175162 3878862,3879064 1 false
175736 3879064
test 1580149631 56010=0,56011=1 15611129
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 35-44  
 45-54  
 >55  
 
 
 
Q5 Location 
 
NSW 
or 
ACT  
 VIC or TAS  
 QLD  
 SA or NT  
 WA  
 
 
 
 
 
 
Q6 Thinking about how you use Facebook, click whether you strongly 
agree or strongly disagree with the questions below. 
 
   
Strongly 
disagree  Disagree  
Slightly 
Disagree  Neutral  
Slightly 
Agree  Agree  
Strongly 
Agree  
 
I will attract my friends to view 
my status and my photos.        
 
I will be more popular among 
friends.        
 
I will reconnect with people I've 
lost contact with.        
 
I will want to see what my 
friends are doing.        
 
I will receive some friends 
requests.        
 
 
 
 
 
Q7 Thinking about how you use Facebook click whether you strongly 
agree or strongly disagree with the questions below 
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Strongly 
disagree  Disagree  
Slightly 
Disagree  Neutral  
Slightly 
Agree  Agree  
Strongly 
Agree  
 
I will find people I haven't seen 
for awhile.        
 
I will find out what old friends 
are doing.        
 
I will use advanced search to 
look for certain types of people        
 
I will be able to contact long 
distance friends.        
 I will meet new people.        
 
 
Q8 Thinking about how you use Facebook click whether you strongly agree 
or strongly disagree with the questions below 
 
   
Strongly 
disagree  Disagree  
Slightly 
Disagree  Neutral  
Slightly 
Agree  Agree  
Strongly 
Agree  
 
I will join events or activities of my 
friends.        
 
My friends will think I am very 
active in the group.        
 
I will be able to see in great detail 
what some of my friends 
are doing (pay great attention) 
       
 I will belong to a group.        
 I will be famous among friends.        
 
Q 9 Thinking about how you use Facebook click whether you strongly agree 
or strongly disagree with the questions below 
 
   
Strongly 
disagree  Disagree  
Slightly 
Disagree  Neutral  
Slightly 
Agree  Agree  
Strongly 
Agree  
 
I will be able to let my friends 
know my updates.        
 
I will decrease the likelihood of 
being left out.        
 
I will maintain relationships with 
people I may not get to see very 
often. 
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Q10 Now think about yourself. Please rate to what extent the 
following statements are the characteristics of you. 
 
   (Hardly Ever 
True) 1  2  3  4  
(Almost 
always true) 
5  
 I'm warm and friendly.      
 
The important things in life are 
clear to me.      
 
It's important to me to be 
completely open with my friends.      
 I've got it together.      
 
I keep what I really think and 
feel to myself.      
 I know what kind of person I am      
 
I change my opinion of myself a 
lot.      
 
I've got a clear idea of what I 
want to be.      
 I feel mixed up.      
 
I get embrassed when someone 
begins to tell me personal things.      
 
Q11 Now think about yourself. Please rate to what extent the 
following statements are the characteristics of you. 
 
   (Hardly Ever 
True) 1  2  3  4  
(Almost 
always true) 
5  
 
I think it's crazy to get too 
involved with people.      
 
I can't decide what I want to do 
with my life.      
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 I care deeply for others.      
 
I have a strong sense of what is 
means to be female/male.      
 I am basically a loner.      
 
I have close physical and 
emotional relationships with 
another person. 
     
 
I prefer not to reveal too much of 
myself to others.      
 
Being alone with other people 
makes me feel uncomfortable.      
 
I find it easy to make close 
friends.      
 
I'm ready to get/are involved 
with a special person.      
 
 
Q12 Please answer the following questions based on recent use of your 
facebook page. 
 
How many times do you view facebook on an average day. eg 1, 3, 8 times? 
 
 
 
 
Q13 On average how much time (minutes), do you spend a day on facebook? 
 
 0-5 minutes  
 6-10 minutes  
 11-15 minutes  
 16-20 minutes  
 21-25 minutes  
 26-30 minutes  
 31-35 minutes  
 35-40 minutes  
 over 41 minutes  
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Q14 What device do you mostly use to access facebook? 
 
 Computer  
 Smartphone  
 IPad  
 Tablet  
 
 
Q15 What year did you join facebook? Year eg 2006, 2007, 2008 
 
Q16 What is your gender 
 
 Male  
 Female  
 
 
Q17 What age are you? In years 
 
 
 
 
Q18 What is your current employment? 
 
 self-employed  
 Part-time  
 Full-time  
 student  
 unemployed  
 
 
Q19 What is your martial status? 
 
 Single  
 Married / Defacto  
 Divorced  
 Widowed  
 
OUR PARTICIPATION IN THIS SURVEY. 
THANK YOU FOR YOUR PARTICIPATION IN THIS SURVEY. 
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